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SCIENTIFICALLY designed wheelbarrow of greater 
strength and more attractiveness. Designed for hotne use 
it has the same capacity as other garden barrows. Its 
load is so balanced over the wheel, that with a 200 pound load, 
only 36 pounds comes on the handles. As suitable for operation 
by women, or even children, as it is by grown men. 





A Barrow packed in a carton. Pro- 
tected from damage and dirt. Cheaply 
stored, handled and delivered. The 
complete Barrow is within the tray. 









Equipped witha 
self-oiling wheel. 
Painted red 
and black and 
Varnished. 
Weight 3414 Ibs. 
Size over all 
23 inches wide, 
50 inches long, 
24 inches high, 
Vou deliver it in 
the carton 













Two Sections—Section One 
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We have. 
| Other Screw Plates have some of the 
ware stores in this country proved that six out features of the Q@#e@Q@imt —none have 


of every ten Screw Plates sold are G&@Qiant them all. 


A survey of over 4900 representative whole- 
sale hardware, mill supply and retail hard- 


This week we ask you to 
notice these features of the dies: 


|. The double bevel—makes 


and this in spite of the fact 


that GweG@ient has dozens of 1 


competitors, many of them 








‘heaper in price. 
cheap P 2 the dies reversible. 

As a well-known cigarette Gage fit with bevel in the 
maker says, “Such Popularity 4 3 cap—no shake, no failure 


to align properly. 


Must Be Deserved.”’ 
3. Adjusting Screw—wide adjustment. 


It is. 
‘and ) capable of fine gradations. 
) yurselves — be dial k 
Forty years ago we pr ances re 4+. Screw Guide—holds die tightly in place 
we'd not only make the best Screw Plate ever pay ape 


put on the market, but that we'd keep it the 


best. Next time we will tell about the taps. 


f 









GYD CORPORATION, do 


Greenfield, Mass. 
Y  « SREENFIELD Bs AND DIE 





genuine “Little Giant”’ Screw Plates with 
handsome display stand. 











Tell me about your wr price on 4 
CORPORATION ff‘ 











Name 
Company ¢ 
GREENFIELD. MASS.,U.S.A. 
a4 conan yume New York—15 Warren St. Chicago—13 So. Clinton St. 
ee Detroit—224-226 W. Congress St. 
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_+ & 19133 
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AINTERS have relied on pure White Lead for generations of 
good painting. No other kind of paint makes so dependable a 
foundation for various decorative finishes applied through the years. 
Eagle Pure White Lead in Oil is made from pure lead by the Old 
Dutch Process. Let Eagle help maintain your reputation for handling 
highest quality materials. 





Jbe EAGLE-PICHER LEAD COMPANY . 134 North La Salle Street ~ CHICAGO 














EAGLE Pure WHITE LEAD 


OLD DUTCH PROCESS 
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Lipscomb & Roe 
Electric Co. 
Lakeland, Fla. 








March 31, 1927 


There’s a window way to sales 








Ryan Bros. 
Garage 


Spring field, Ill. 








Goop windows sure do help the 
sale of good products. That's 
why Eveready Columbia display 
material is used so plentifully by 
dealers who are making money 
on their battery business. The 
Lipscomb & Roe Electric Co., 
Lakeland, Fla., says: ““We are 
mailing you this photograph to 
show you how we believe in Ever- 
eady products, and know that no 
other battery can take the place 
of Eveready. Business is good 


EVEREADY 
COLUMBIA 


and we are doing a wonderful 
business on your batteries.” 


x 7 r 


The Ryan Bros. Garage, 






Dry Batteries 


- they sell faster 





Springfield, Ill., gives this as the 
recipe for building business : “Day 
and night service, a good Ever- 
eady stock, and the use of the 
many attractive window trims 
bearing the Eveready Columbia 
name.’ Order Eveready Colum- 
bia Dry Batteries from your 


jobber. 
NATIONAL CARBON CO., Inc. 


New York San Francisco 


Atlanta Chicago Kansas City 
Unit of Union Carbide and Carbon Corporation 
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‘NOW JS THE TIME TO START 


AFTER PRUNING SAW BUSINESS 





Spring Pruning time is just ahead. 
A lot of money will be invested in 
new pruning saws, pruning shears, 
orchard hooks, etc. 


You can get your share of the 
business with just a little effort. 


Concentrate on Disston goods. 
This complete line gives you a wide 


range from which to select your 
stock. 

By concentrating on one line you 
keep your investment down; and 
you will find a ready acceptance of 
any saw or pruning tool which bears 
the Disston name. 


First: Get your stock in shape by 


_ordering any needed items. 


Second: Just in advance of the 
season trim a “pruning-time” win- 
dow. 

Third: Keep pruning goods well 
displayed in the store. 


Fourth: Enclose envelope stuf- 
fers with your mail (we will supply 
them free). 

Just a little activity of this kind 
on your part will get your store the 
reputation of being “pruning sup- 
plies headquarters.” Such a reputa- 
tion will mean many dollars in sales 
to you. 











GOOD HACK SAW BLADES 


MAKE FIRM FRIENDS 


There is a profit- 
able repeat business 
on hack saw blades 
when you sell the 
kind which _ give 
satisfactory service. 


The foundation of 
Disston Hack Saws 
is a special alloy steel 
developed in our own 
steel works for this 
particular use. This 
steel is unusual for 
the fineness of its 
grain and its extreme 
toughness. 


Added to this is 
special and uniform 
heat treatment based 
on more than 85 
years’ experience. 


The teeth in Diss- 
ton blades are milled 
and, therefore, are 
uniform and not dis- 
torted—there is no 
slipping or pinching 
in the work because 
of irregularities in 
the blade. 


The teeth are 
milled at a_ special 
angle which experi- 
ments have shown 
gives maximum 
speed and durability. 
Enlarged view of In addition, every 
hack saw teeth third tooth is left 

with no set and is 

called a “cleaner” 
tooth. This “cleaner” tooth plows 
straight through the cut and carries 
out the chips which, with ordinary 
blades, slow up cutting speed and 
dull the teeth. 


And the Disston name on the 
blade helps you make a quick sale. 








NEVER SAW A 
DEFECTIVE DISSTON 


J. R. Westbrook, President of 
Franzen Hardware Company has 
been selling Disston Saws since 
September, 1879, as retail salesman, 
traveling salesman and retail mer- 
chant. 


“T do not remember ever seeing a 
defective Disston Saw,” says Mr. 
Westbrook in his application for 
membership to the Disston 25-Year 
Club. 





Have You Joined? 


The Disston 25-Year Club is com- 
posed of hardware retailers in 
whose stores Disston goods have 
been sold for 25 years. If you are 
eligible, mail us your application. 





J. R. WESTBROOK 





MEN ARE LEARNING 
TO BE HANDY! 


_ Mechanical magazines are educat- 
ing men and boys to build things 
in their spare time. 


It is astonishing the number of 
people who are tinkering with 
tools—building book shelves, work 
benches, bird houses, etc. 








Disston Compass Saw 
for cutting holes or curves in wood 


All of this is making more tool 
customers. And especially it aids 
your sales of compass and coping 
saws. 

For practically every job they do 
requires one or both of these handy 
saws. 

Stock and display Disston Com- 
pass and Coping Saws. Suggest 
their varied uses to customers. 





Disston Coping Saw 
for cutting in thin stock along curved 
lines 


CET YOUR REQUEST 
IN EARLY 


Very shortly Disston will offer 
hardware dealers one of the most 
unusual window trims we have ever 
produced. 

We are anticipating a big demand 
as soon as it is shown. 

If you would like to be one of 
the first to display it, fill out and 
mail the coupon below. 


7 Henry Disston & Son, Inc., 
| Dept. 1, Philadelphia: 


Send me your new window trim 


: when it has been completed. 
BE ESE OP TERT Tr te eT oe 


Published by HENRY DISSTON & SONS. INC., Makers of “The Saw Most Carpenters Use,” PHILADELPHIA, U.S. A. 








HARDWARE AGE March 31, 1927 











No. 40 





No. 333 





PEERLESS LEVELS 


Why they are made narrow 


Brick Layers often have to use a level 
between a scaffold and a wall—sometimes 
close to the wall. 


PEERLESS Levels are made purposely 
narrow (only 23%” wide), which permits 
of ACCURATE reading in cramped 
places. 


Besides Masons’ Levels, the big PEER- 
LESS Line includes all styles and sizes 
of Carpenters’ Levels in both Wood and 


Aluminum. 


Send for Latest Catalog and Prices 











KS PEERLESS LEYS 
TOOL” CO. ~ 


PEERLESS 


PAT. DEC. 3, 1918 





AUG. 22,1822 
STERLING, ILL: 


Trade Mark 


Exclusive Sales Representatives: WIEBUSCH & HILGER, Ltd. 
106-110 Lafayette Street New York City 
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Clean pet Slugs - 
-Satisfied customers! 


Your customers will be pleased with 
the uniform quality of Stanley washers. 
Exact sizes—clean edges—perfectly 
flat—clean, bright stock. 


Rigid inspection assures the removal 
of allclipped washers and slugs (scrap). 
When you buy Stanley washers you get 
all washers—no scrap. 





Selling points of Stanley No. 994 Washers 


1. Perfectly flat. 


2. Washers tumbled in sawdust to make them 
clean and bright and to remove rough edges. 

3. Careful inspection removes slugs and scrap 
before packing. This is an important item to 
the dealer, inasmuch as washers are sold by 
weight. 

4. Besides 200- and 100-pound kegs, Stanley 
washers are packed in 5-pound boxes—a con- 
venient package for the hardware dealer. 


5. Made with the usual high quality of all 
Stanley products. 













oo 


i. 


pit ; 

le 
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( Wier’ 

\ ) | THE STANLEY WORKS, NEW BRITAIN, CONN. ee Eee 
py 


New York Chicago San Francisco Los Angeles Seattle No. 994 Washers 


STANLEY 
v. 


STANLEY HARDWARE 


MADE OF STANLEY STEEL 
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dole, 1843, the birthplace of the 


The blacksmith shop of David May- 
Adz-eye Hammer, Norwich, New York 


Maydole Hammers sold by three 
generations of good Hardware Dealers 


a. ‘ Every time you sell a Maydole Hammer the judgment and experience 
\ of three generations of hardware dealers and their customers are back 





of you. 


Since 1843, Maydole Hammers have been the standard of quality. 
And today they’re as fine as eighty-four years of accumulated skiil 
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and experience can make them. 
If you believe it pays to sell the best—and the best known—sell 
Maydole Hammers. E 
, , , : 
If your stock is not complete, get in touch with your jobber, and i 
write us for Catalog 23 “‘C.” : 


ee eS ae 


a HAMM yo ole 
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The David Maydole Hammer Co..Norwich.NY 
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OP rs now in the gigantic billion-dollar poultry 
\, industry, there are a million and more minds 

“with but a single thought:” to get everything 
in readiness for the coming season. 

They have the “buying mind,” these poultry 
raisers. They’re in the market for Poultry Fence and 
for the score or more other poultry necessities sold by 
you and your fellow dealers. Every new born chick 
suggests the need for netting. And, netting in turn sug- 
gests the need for other profitable items in your line. 


Today in your trade territory, 
there are scores of potential buy- 


time in the ~. 


A Billion Dollars 


HARDWARE AGE 9 
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Poultry-men everywhere recognize U. S. Poultry 
Fence as the only netting which fulfills every require- 
ment of modern poultry husbandry. 

They know it is the only netting that can be 
stretched straight and true from post to post without 
the aid of top-rail or baseboard. 

They know it is the only netting which can be 
taken down and put up time after time without 
buckling or sagging. 

They appreciate its greater 
‘ecohomy, its superior strength 
-and its longer years of service. 








ers figuring their requirements. 
Tomorrow they will buy. 

And, while it is buying time 
for the poultry raiser, it also is 
selling time for the dealer. 

Now is the time to go after 
this profitable business. Build 
your sales campaign around U. S. 
Poultry Fence. It will bring new 
customers to your store and put 
money in your cash register. 


Every Year 


HE rapidly growing poultry industry represents 

a greater potential market for dealers than 
ever before. The annual income from poultry 
now averages more than a billion dollars a year. 

The number of chickens on the farms alone in- 
creased from 579,000,000 in 1922 to 678,300,000 in 
1924. Latest government estimates disclose that 
the production of chickens on farms in 1925 was 


4.2 per cent greater than in 1924 and that the total \ 


value was about 12 per cent greater. Farm egg 
prices in 1925 averaged 30 1/2 cents a dozen as com- 
pared with 26.4 cents in 1924. The total value of 
the egg crop alone increased from $521,574,000 in 
1924 to $610,241,580 in 1925. 






7TYIR 


‘Nothing else will do. 


Round out your stocks of U. S. 
Poultry Fence now. Representa- 
tive Jobbers in your territory will 
fill your orders promptly. If you 
do not know the name of the 
U). §. distributer near you, write 
us for his name. 

Indiana Steel & Wire Company 
Muncie, - Indiana 


This year specify U. S. Poultry Fence---not just “poultry netting.” 
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“Burning the 


Midnight Oil’ 

















When the modern dealer runs out of merchan- 
dising ideas, he no longer “burns the mid- 
night oil” to think up something new. He 
looks over his file of HARDWARE AGE and 
finds, in the stories of what other progressive 
dealers are doing, many ideas that can be 
adapted to his own needs. 


Let your sales people look over HARDWARE 
AGE when there’s a lull between customers. 
Doing this will keep you and your whole 
sales force plentifully supplied with sound 
merchandising ideas—ideas that will move 
merchandise. 


vei Vet (ay 


Wise Dealers 
Read and Follow 


HARDWARE AGE 


239 West 39th Street New York, N. Y. 


























March 31, 1927 


Sorek. #27 








POPULAR SCIENCE Sell Popular Files 


Working with good tools is a popular 
science today. Especially among the 
thousands of readers of Popular Science 
Monthly who have home workshops of 
their own. 


Popular Science Monthly carries a full 
schedule of Nicholson File Company 
advertising — large in space to ensure 
attention — interesting in material to 
make sure it is read. 


crOLs, 
SSe% 
USA. 


(TRADE MARK) 






NICHOLSON FILE CO. 
Providence, R.1., U.S.A. 
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A host of — mediums are helping 
Popular Science sell NICHOLSON 
Files. The Saturday Evening Post, Col- 
lier’s, Newspapers, eleven State Farm 
Papers and the Industrial Press are in- 
creasing the popularity of these sharp- 
biting, keen-cutting tools. 


A customer stays “sold” when he buys a 
NICHOLSON File. For it cuts with less 
effort on his part and less “chatter” on its 
part than any other file produced. 


A File for 
Ev 
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Wood Screws 


Machine Screws 
Stove Bolts 


Tire Bolts 
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Largest Stock 
Greatest Assortment 
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Providence, Rhode Island 


Western Depot 
225 West Randolph Street, Chicago, Illinois 
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“HAND MADE” “BRIAR EDGE” “BLOOD’S IMPERIAL” 


Kelly Axe & Tool Co., Inc. - 





KELLY | 


SCYTHES 


Hand forged 
with CRUCIBLE steel cutting edge 
welded between layers of mild steel. 
Made in all patterns. 





WIDE HEEL GRASS SCYTHE 


“Blood’s” 





WEED SCYTHE 





“Briar Edge” 


The new method scythe. 
Forged from one solid piece high carbon steel. | 
Entire blade of tempered steel gives extra long service. | 
TEMPERED SHARPENS HOLDS 
IN OIL EASILY KEEN EDGE 


“Briar Edge” 





BUSH SCYTHE 


GRASS HOOKS 


Hand forged, high grade steel. 
These hooks WILL cut grass. 


They are practical tools that anyone can use effectively. 


Charleston, W. Va., U. S. A. 
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Our Galvanized Hardware Cloth Is Durable 










When you sell a roll or a piece of Wickwire 
Brothers Galvanized Hardware Cloth you are rea- 
sonably sure to see the customer back for more of 
the same brand. Durability is the reason. 


One reason for this durability is because the 
wire is 


Made from Open Hearth Steel 


produced in our plant where every operation is 
under our personal supervision. 


We use only Full Gauge Wire and this wire is 
thoroughly galvanized after it is woven. 


Made in 2, 2%, 3, 4, 5, 6 and 8 mesh. Standard 
widths, six inch steps 12 to 48 in. Special widths 
made to order. Put up in 50 and 100 lineal foot 
rolls. 


Miscellaneous 


Wire Nails and Brads 


Don’t overlook the fact that we manufacture a 
very high grade line of Miscellaneous Wire Nails 
and Brads. 


Made in all sizes from 3/16 inch. No. 24 gauge to 
a 12 inch spike, with special heads or points, 
barbed or smooth. Put up in handy packages of 
%, Y% and | pound quantities. These packages 
are shipped in cartons. 


Also obtainable in 5, 10, 25 and 50 pound boxes 
and in kegs. 


Our Other Products Include 


Cortland Black Enameled 
White Metal Finish 
Wickwire Premier 
Wickwire Bronze 

Screen Cloth 

Poultry Netting and Staples 


Write your Jobber for full information 


rPMCORPORB ATED 18692 
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nce Cees s |RSS A tag i aa aks ama 2 ae: o . ER ie REMARKABLE 
1 gi _ At the plants of the Russell, 
te Burdsall & Ward Bolt & Nut 
~. | Company, there are oo 
: men and women who bave 
been with the firm for more 
than thirty years. Below are 
shown some of these men and 
. women, all of whom bold re- 
. sponsible positions of active daily 
employment. 
; 
“ | 4 
¥ od ™ 
i JOHN KELLY 
46 years 
ae : started July 6, 1880 
/ $ . ; 
: tracle of Steel! 
ee The New Empire Bolt —with a mini- . 
. et oe mum tensile ‘strength of 80,000 pounds 
i? * | a : * pS eee fs ae ) WILLIAM MEAD 
3 : T} CTICALLY every mendous increase-in the strength of allmanu- i — 
“+ advance inthe sci- _ factured articles held togetherby bolts and nuts, - aT APO. SOUS 
Rs -ence of bolt and nut © For the tensile “strength of the average. bole. 
eed = iting has first been tarely goes above 60. 000 pounds. ‘ ii 
Bas “developed and _per- 







ety Only sn organization: with: the experience of? © 
eee <u fected in. — ns My mo Pei & Ward could np effect: #3 
Bolts for Rossel, Bosdsall a change as sweeping as this in its importance ~ 

: ee mae Ward, to industry and only an organization of its siz@ 
A and resources: could make this change effective’ 
practice “of working bolts immediately on a Proenee basis. 


part 
x ie 


ae here, cold-punched gs 
Sere plants and the Samples 











| : Sample jor testing wil be furnished =.» _———, GEORGE G CARPENTER 
ee Oey eee actrees: Progen bolt: etal meee ¥, Seapets sca? cg eee. en ee: . 45 years 


started 1881 





~ 
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MISS CARRIE ELLIS 
42 years 
started wary, 1885 
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This advertisement appears in the 
March 3th issue of THE SATURDAY EvENING Post 
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TRADE 


REG. IN U.S, PAT. OF F. 


MARK 


Tue active shipping 
season on OPAL has ar- 
rived and stock is now 
moving out rapidly. 


Be sure of your supply 
by ordering from your 
jobber at once and in- 
sist on having only 
OPAL, heavily zinc- 
coated-after-weaving 
wire screen cloth. 


NEW YORK{[WIRE CLOTH CO. 
342 Madison Ave., New York,N.Y- 
Works—York, Pa. 


| 
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MILLS of the SAMSON CORDAGE WORKS 


SHIRLEY, MASS., U. S. A. 








Solid Braided Cotton Cord for All Purposes 


Facilities and Experience developed in more than 
forty years are back of these products 


N this page we illustrate and de- 

scribe a few of the many types of 
solid braided cotton cord, each the best 
of its kind and each developed to per- 
fectly serve a specific need. 


SAMSON SPOT SASH CORD 





Trade Mark Reg. U. 8S. Pat. Off. 


The most durable and best known 
material for hanging window = sash. 
Easily identified by its colored spots, our 
trade mark. Solid braided of extra qual- 
ity cotton yarn spun in our own mills; 
guaranteed to be free from adulterants, 
uniform in size and quality, and free 
from imperfections of braid or finish. 


PHOENIX SASH CORD 





Solid braided of good cotton yarn and 
contains no adulterants. It is uniform 
in size, quality and finish. 


OTHER SASH CORDS 


In addition to Samson Spot and Phoenix 
we make other brands of sash cord to 
meet all requirements for quality and 
price. 





BLACK-BIRD CLOTHES LINE 





Made of white cotton yarn, solid 
braided, like sash cord but somewhat 
more flexible. Well stretched; smooth 
glazed finish, and uniform in size and 
quality. Made in three sizes: No. 6, 
No. 7 and No. 8, and put up in con- 
venient hanks, several connected. 

7 We also make other brands of clothes 
ine. 


PHOENIX AWNING LINE 


Se Stee ne aes 


7/82 in. dia. 


Flexible, but thoroughly | stretched, 
with a smooth, glazed surface. Being 
made especially for running over small 
pulleys it resists abrasion. Ends do not 
ravel and therefore do not require 
whipping. Does not kink. Made in 
five sizes. 


SAMSON SMALL LINES 





No. 4 


These lines do not stretch, kink or 
ravel. Solid braided cotton yarn, and 
made in white and drab color, with 


| SEND FOR CATALOG ] 


ne finish. Four sizes: No. 34%, 4, 
2 and 5. 


SAMSON TILLER ROPE 





A sili colored cord, water- 
proofed, with a center of the finest phos- 
phor bronze wire cable. Does not 
stretch; is extremely durable. 

We make log lines, lead lines, flag 
halyards, hand rails and other solid 
braided cotton cords for marine use. 


SAMSON ROPE 






em = 


SE eer SS 





Solid braided up to % in. diam. on 
special machines designed especially for 
these larger sizes. Particularly adapted 
for dumbwaiters, hand rails, life lines, 
etc. 


GLAZED COTTON Iwas E 


Very strong and 
pliable; ties and 
unties easily; is 
handsome, smooth 
and easy on the 
hands. 


Made in a va- 
riety of sizes and 
put up in balls, 
tubes, reels, etc. 





Halt” Deund Ball 
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SAMSON CORDAGE WORKS 


88 BROAD STREET BosToONn, MAss. 


TRADE MARK 
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—— by the keenest 


buying Wee ee in the country 


As quality is always a first consideration 
with us we know that the metal used in 
our rivets is absolutely “right” to start 
with. This is also true of the fabrication 
of the metal into the finished product. As 
proof of these statements we invite a com- 
parative test of the driving and setting 
qualities of our rivets with those of other 
make. 


UUne 8 ee ee 


TUBULAR RIVET & STUD 
_ COMPANY 


BOSTON 
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OLT users who have felt the 
need for greater strength than 


that sfordes by the orainary EVELOPED and perfected by 
product find their most exacting D Roy H. Smith, Vice-Presi- 


requirements completely satisfied dent of the Lamson & Sessions 
by the 80,000 pound guaranteed Company, and first disclosed in 


tensile strength of the new eS x ™ — — ee 
4 | .§. T. M. at Atlantic City in 
Zamson & Sessions y June 1924, this process meets 


bolts achieved by y -— the modern demand for greater 
The Roy H. Smith Process 4 F 7 ) strength at a price no higher 
j than that of ordinary low car- 

bon bolts. 


The entire 4 , L & S 80’s are just one more 
personnel and a improvement contributed to 
manufactur- i industry by one of the world’s 


ing facilitiesof : 
the Kirk-Latty largest sources for highest 


Mfg. Co. are | F/ quality bolts, nuts, cotter pins, 
now merged | : ) rope clips and special hot or 
with Lamson i” cold upset work. 

__ . 4 Tbe LAMSON & SESSIONS Co. 


pegs ge ~ 1971 West 85th St. Cleveland, Ohio 
ice to you. “Se 


Sales Offices 
Chicago Detroit St. Louis 
El Paso Atlanta Seattle 
Chattanooga Los Angeles 
Salt Lake City San Francisco 


JLamsom&Sessioms 


MANUFACTURERS OF THE MOST COMPLETE LINE OF BOLTS IN THE COUNTRY 











T sixty-one—eleven years beyond the 
half-century mark—a business con- 
cern can be either slowing down into 

the dry-rot stage or it can be in full stride, 
driving ahead to greater accomplishments 
made possible by its seasoned experience. 


Lamson & Sessions is either 61 or 91, ac- 
cording to how you prefer to figure it;—61 if 
you count from the day of Lamson & Sessions’ 
founding;—91 if you add Kirk-Latty’s 30 years 
of experience. 


Never at any time in the six decades of our 

growth have we been anywhere near so com- 

letely equipped and ably manned for 

Bolts, N. uls, | cnaiiion ania as today. "Old in ‘“*know- 

Cotter Pins, how,” Lamson & Sessions was never younger 

Rop ° Clips, in its desire—and ability—to give instant at- 

tention to your instructions and inquiries. 

Special Hot 


or Cold Up- THE LAMSON & SESSIONS CO. 
1971 West 85th St. Cleveland, Ohio 
set Work. 


amson & Se y 


Manufacturers of the most complete line of bolts in the country 


Chicago Detroit St. Louis El Paso Atlanta Chattanooga Salt Lake City 
Los Angeles Seattle San Francisco 
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Chisel 








No.1 
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f hp Pipe 
Wrench 


Screw 
Driver 


You can assure your customers that if 
‘it’s a PEXTO” you have sold them a tool 
that is of highest quality, fully guaranteed 
as to workmanship and material and a tool 
that is designed to,do properly the work 
for which it is intended. 








The PEXTO line covers a great variety 
of Mechanics Hand Tools and if you do not 
Kaif have our No. 261 Catalog on your desk or 
Ky Ioint Pore in your file we would be glad to furnish you 
with one. 






The Peck, Stow & Wilcox Company 


Southington, Conn., U. S. A. 


Worth While Cools 


No.30 



























, Angle 
Wrench 





Wrench Pliers 
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A Lifetime Saw 
ATKINS No. 53 


Here is a saw that appeals to high 
class mechanics for general car- 
pentry work. It is the most 
popular saw on the market to- 
day. The blade is genuine 
SILVER STEEL, taper 
ground. Atkins exclusive 
damaskeen finish. Skew 
back, regular or ship 
pattern. § Improved 
Perfection handle of 
applewood, em- 
bossed, highly poll- 
ished. Fastened 
to blade with 
three nickeled 
screws and 
medallion. 






Other Popular Patterns 
» This is our best Saw. The Four Hundred 


‘Preferred by expert carpenters. Furnished in 
regular pattern, skew back; ship pattern, skew 
back; regular _pat- 
tern, straight back; 












= ee) 
ship pattern, straight Se St 





back. Fitted with 


Improved Perfection Atkins No. 400 
i ‘ For high grade carpenters who 
Handle which - want the best that money and 





vents wrist strain. skill can produce. 













Another popular saw; a companion So 
to No. 53 Straight back, regular or : 
ship pattern. Silver Steel blade, fitted Atkins No. 65 


with Improved Perfection Handle. A popular saw for those who want 
a Straight Back Saw. 













The No. 51. Made of Silver Steel, regular or 
ship pattern. Applewood handle of the old style 
block pattern, polished and embossed. 





co 





Atkins No. 51 





Order a Stock from Your Nearest Source of Supply ge tn A py 
E. C. ATKINS & COMPANY 
Ze ESTABLISHED 1857 The Silver Steel Saw People 
Machine Knife Factory: Home Office and Factory: Canadian Factory: 
Lancaster, N. Y. Indianapolis, Ind. Hamilton, Ont. 
Minneapolis Portland 
a New Orleans San Francisco 
Memphis New York Seattle 
Paris, France Vancouver, B. C. 
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Like Pressing the 


Electric Button 


OU would not think of run- 

ning your store without a 
system of lighting. Yet there is 
no more wisdom in trying to run 
it without the enlightening pages 
of your trade paper. The lead- 
ers in the hardware business are 
among the most cordial advo- 
cates of HARDWARE AGE. Kead 
this letter recently received from 
Albert DePrez of the J. G. 
DePrez Co., Shelbyville, Ind. 





Comments of Our 
Readers 


We want to thank you to the full- 
est extent of our ability for the won- 
derful rotogravure pictures of our 
store which you showed in your won- 
derful International Issue of Harp- 
WARE AGE. We consider it a personal 
compliment to have these sections of 
our store shawn im this issue, and 
want to compliment you especially for 
this edition, as I regard it the finest 
edition of a hardware trade paper 
that has ever been put forth. 

With kindest personal regards, we 
are, Yours very truly, 

J. G. DePrez Co., 
Per Albert DePrez, President. 
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Two new pieces of 


McKINNEY FORGED IRON 


now in great demand 
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No. 12735— Attractive Screen Door Latch of 
Forged Iron—Easy to apply—No spring— 
Nothing to get out of order— Rustproofed 


A MOST IMPORTANT ADDITION to McKinney 
Forged Iron Hardware. For homes already 
equipped with Forged Iron, harmony in trim 
makes this latch essential. Its simplicity of 
operation is in keeping with its simplicity of de- 
sign. There are no springs to get out of order. 
The latch bar is of sufficient weight to engage 
the strike by the natural effect of gravity. The 
grip on either side takes the form of a graceful 
loop readily grasped from any position. The 
latch has a tremendous appeal both from the 
utility and artistic standpoint. Attainable in 
all three McKinney Forged Iron finishes. Order 
immediately for prompt delivery. 
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No. 12695 — Forged Iron Mail Box— Well pro- 
portioned—Pleasing design—No key necessary— 
Constructed of Armco Ingot Iron—Rustproofed 


IN CONJUNCTION with other Forged Iron sales, 
or an individual piece, this mail box is resulting 
in substantial sales wherever it.is displayed. 
The problem of a practical mail box in keeping 
with other forged iron pieces is admirably 
solved by this artistic design. The absence of a 
key meets the present demand. The box is 
opened by a turn of the center escutcheon 
which releases the front panel. The piece is ten 
inches high and six and one-half inches wide. 
It is made entirely of Armco Ingot Iron and 
thoroughly rustproofed. It is an item with large 
sales possibilities. Order through your regular 
source of supply. 


If you are not supplied with Forged Iron Catalog write to 


FORGE DIVISION, McKINNEY MANUFACTURING COMPANY, PITTSBURGH, PA. 
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For Men Only 


Printers’ Ink carries an article 
by Georgia S. Muller, under the 
title “Masculine Stores for Feminine 
Buyers—A Merchandising Paradox.” 


The article deals with visits of its 
writer to a number of hardware, paint 
and electrical appliance stores. Her 
impression of these stores is that they 
are designed for the use of men; that 
their atmosphere is thoroughly mas- 
culine. She apparently found little 
in them to attract or hold the trade of 
women. She found, to use her own 
words, that the general tone of too 
many of these stores is metallic, 
heavy, colorless and forbidding, from 
the viewpoint of a woman. 


While we do not doubt that the 
writer actually found the conditions 
which she describes in the stores she 
visited, we do know that there are 
thousands of hardware stores in the 
United States where women feel en- 
tirely at home; stores which are de- 
signed and managed with the idea of 
getting and holding women’s trade. 
We do not feel that the hardware 
stores she visited represent the aver- 
age hardware store. 


"T Pri March 10th issue _. of 


However, we are forced to con- 
cede that there are some hardware 
stores such as she describes—too 
many of them—even though they are 
decidedly in the minority. 


With permission of Printers’ Ink, 
we are producing Miss Muller’s ar- 
ticle in this issue of HARDWARE AGERE. 
We want every one of our readers to 


read it carefully from an unbiased - 


standpoint. 

It represents the honest opinion of 
an intelligent woman—a woman of 
the type whose trade is a valuable 
asset to the hardware store. 


When you have read it carefully, 
we want you to write us your opinion 
on the subject. 


Are hardware stores still maintain- 
ing an atmosphere which is _ thor- 
oughly masculine P 


Is the general tone metallic, heavy, 
colorless and forbidding, from the 
viewpoint of women? 


Are the efforts to win women’s 
trade partially frustrated because 
hardware men do not grasp the view- 
point of women? 


Should we employ more women in 
hardware stores,? 


Tell us what you think about these 
important questions. HARDWARE AGE 
will gladly act as a forum for the dis- 
cussion. 


At least 75 per cent of’ the buying 
today is done either directly or indi- 
rectly by women. To permanently 
succeed the hardware store must have 
the trade of women—not the grudg- 
ing trade of those who come in be- 
cause there is no other place where 
the desired articles can be obtained, 
but the cheerful, willing trade of 
women who come because they like 
to come. 

Read Miss Miuller’s article, then 


honestly decide whether or not your 
store is one for “Men Only.” 
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[EpiroriaL Note: This outline of a 
housewife’s attitude toward paint, 
hardware and electrical supply stores 
is interesting, even though the experi- 
ences described are by no means typical. 
There are any number of stores in 
these fields in which women may feel 
perfectly at ease and where intelligent 
service is to be had. However, it can- 
not be doubted that, particularly among 
the small, neighborhood stores of this 
kind, there is a lack of knowledge of 
the technique of selling to women. This 
is a weakness to which manufacturers in 
these fields could well afford to direct 
attention. ] 


VERY so often,.a man steps forth and complains 
bitterly that women are usurping the world and 
every place therein. He points an accusing finger 

at the great number of women trotting happily and suc- 
cessfully around in the business and professional world. 
He claims that politics is taking on a decided feminine 
coloring, and becomes almost inarticulate at the thought 
that the presence of women has turned the witnessing of 
prize fights into a gentle pastime. And he ends up quite 
purple in the face from recounting his recent experiences 
in smoking rooms and barber shops. 

Well, there is something to be said for him. I can see 
how it would be difficult nowadays to find the proper set- 
ting for such a man to do his stuff in the approved way. 
Yet I have a suggestion to offer him in which I hope he 
will find a crumb of solace. When he feels he can no 
longer stand the feminine atmosphere I suggest he 
spend a few pleasant hours in the nearest hardware, 
paint or electrical appliance store. If he can find any- 
thing feminine about one of those it is only because a 
can of paint, a hammer or an aluminum coffee pot, to his 
way of thinking, exudes a female aura. 

Despite the fact that the manufacturers of much of the 
merchandise to be found in such stores are making a 
strong appeal to women in their advertising, and despite 
the fact that an increasing number of women are re- 
sponding to this advertising, comparatively few of the 
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stores do anything to cater to 
women. ‘Their trade, in the 

past, has been composed almost 
exclusively of men and although this 

' , is no longer the case, many of these 

merchants have made no effort to 
adjust their stores or their methods of 
selling to the new class of buyers. 

I discovered this recently when I became convinced, 
through reading advertisements, that painting was a de- 
lightful pastime for a housewife. I believed that I could 
put on a dainty apron and practically make the inside 
of the apartment look like new, to say nothing of beauti- 
fying some rather dilapidated furniture.. I saw a num- 
ber of surfaces that I could save and thereby save all. 
And finally I was even moved to believe that a woman 
really could do some of the little odd jobs of carpenter- 
ing that are always waiting to be attended to. The 
advertisements made certain towel racks and toothbrush- 
holders look highly desirable, and there were many 
things pictured which would make the kitchen handier. 

The result was that I visited a great number of hard- 
ware, paint and electrical appliance stores—in some 
cases they turned out to be one and the same store—and 
I soon came to realize that one and all were designed for 
the use of men. Their atmosphere was thoroughly 
masculine. I know now how the first woman who ever 
entered a man’s barber shop must have felt. 

I go in much as a well-bred cat will enter a wet and 
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dirty cellar; my nose up, 


gingerly. 
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sO to speak, and stepping 


We women have become more or less accustomed to 
neat-looking, alert and attentive clerks who jump to 


meet us in almost any store we enter. 


Not so here. 


The hardware, paint or electrical supply man is pleasant 
enough, but he usually considers it your business to know 


what you want; 
he’s there simply 
to wrap it for you 
and take your money. 
Now I find that half 
the time when I go 
into one of these 
stores I do not know 
just what to ask for. 
If it’s a tool I’m lost, 
for I seem incapable 
of remembering 
their proper names. 
An awl means about 
as much to me as an 
auk does. The vari- 
ous types of screws 
and nails are stag- 
vering. 

“I want,” I start 
off confidentially, “I 


want — er — you. 


know those nails that 
have two. points? 
You use them to put 
over things.” 

The hardware 
man, strangely 
enough, shows no 


olimmer of recogni-. 


tion. 

‘Well, never mind 
those,” I decide. “I 
want some screws. 
little ones. The kind 
with caps on.” 


I get the feeling 
I am being incom- 
prehensible and the 
clerk shows little or 
no sympathy for me. 
He stands stolidly, 
hoping, I suppose, 
that I will eventu- 


ally emit some words out of 


a little sense. 
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which he can make 
In the meantime he waits, about as 


helpful to me as a thoroughly contented cow would be. 
He rarely if ever makes a suggestion, though several 
times he could have saved me a lot of trouble if he had 
given a bit of advice or warning—especially in the field 


of paints. 








Hardware Dealers Are Learning How to Sell to Women 


When the accompanying article appeared in Printer’s Ink on March 10 letters 


of comment commenced to come in. Here 


the readers of HARDWARE AGE. 


CAMILLE L. GAIROARD 
Newark, N. J. 

Sales Departments 

J. WISS & SONS CO. 

KRAEUTER & CO., INC. 

THE KROYDON CO. 

Editor of PRINTERS’ INK: 

Ve have read with a gy deal of 
interest the article written by Georgia S. 
Muller for your issue of arch 10, en- 
titled “Masculine Stores for Feminine 
Buyers—A Merchandising Paradox.” 

It is true that too many hardware 
dealers keep their stores in such a shape 
that women do not like to shop in them, 
but we think they are in the minority. 

Ve, and many other manufacturers of 
high-grade goods, have been carrying on 
a campaign for years among the retail 
hardware dealers on inside store dis- 
plays, as well as on window displays. 

Unfortunately, too many small hard- 
ware dealers haven’t the capital neces- 
sary to fit up their store as it should be. 
These are generally found in the side 
streets of large cities; sometimes in a 
better-class neighborhood, but more often 
in a poorer neighborhood. Again, in the 
large cities, you will often find neighbor- 
hood crockery and household goods 
stores which will carry a very limited 
line of hardware as a side line, They 
are generally pong small, and haven’t 
enough capital to buy the necessary dis- 
play fixtures. 

The successful hardware dealer today 
appreciates the value of the women’s 


are two that will gain attention among 


trade, and has fitted his store accord- 
ingly. There are such stores in every 
community, and they have developed a 
very profitable business. 

In every suburban locality you will 
find at least one or two hardware dealers 
who have the necessary space to prop- 
erly display their goods and develop a 
very good women’s trade. 

In these stores you will find clerks 
who are intelligent salesmen, who can 
help and advise any customer. 

l am sure if Miss Muller would visit 
stores like Ludlow & Squier in Newark. 
Hammacher, Schlemmer in New York, 
Albany Hardware & Iron Co. in Albany, 
Chandler & Barbour in Boston, Roberts 
in Utica, Weed & Company in Buffalo 
and Rochester, and thousands of others 
in all kinds of localities, she would have 
a different opinion of the hardware 
clerks as salesmen. 

The other day I happened to be in 
Hockenjos’ Paint Store on Broad Street, 
Newark, 'N. J. There were more women 
there than men. I notice especially two 
salesmen showing two women customers 
exactly how to use a paint brush on 
furniture, and helping them select the 
right paint and the correct color. 

My experience tells me there is hardly 
a man in the hardware business who 
doesn’t hope some day he will have the 
kind of a store Miss Muller (as well as 
ourselves) would like him to have. 

C. L. GaArroarp. 





E. C. Atkins & ComMPANY 
INCORPORATED 
INDIANAPOLIS, IND. 

Editor of Printers’ INK: 

We have noted the article in your 
issue of March 10 entitled: “‘Masculine 
Stores for Feminine Buyers—a Mer- 
chandising Paradox,” and think there is 
place in the average hardware store for 
saleswomen. Why not? They would 
make mighty good salespeople, I believe, 
in the departments devoted to house- 
hold articles. 

The late war opened people’s eyes to 
a lot of things. One of them was that 
girls can sell hardware of the kind above 
mentioned, such as household, and the 
stores that tried it, somehow, very svon 
began to “tidy-up.” Pretty soon the boss 
stopped smoking behind the counter; be- 
gan wearing his coat, instead of going 
coatless; and the whole store took on an 
atmosphere that it never had before. 

And with that new atmosphere, more 


women customers came in. They sug- 
gested needs and wants that led to add- 
ing to the household stock. And those 
“ladyfied” hardware stores, somehow, 
also attracted new men customers. Re- 
sult: More trade from both men and 
women of the better class. 

This isn’t a dream. It’s just telling 
what really happened in quite a number 
of stores. 

The time will probably never come 
when women will displace men behind 
the counters of hardware stores to the 
extent that they have done in depart- 
ment stores; but as surely as women 
are doing more and more of the buying, 
just so sure is it that the man to suc- 
ceed as a hardware salesman must be 
in a fit condition as to clothes and 
hands and breath to talk to women of 
refinement. 

E. C. ATKINS & ComPany, 
T. A. CARROLL, , 
Advertising Manager. 





Not long ago, I 
decided to make 
the kitchen chairs a 
lovely pastel hue. 1 
rushed down to a 
paint store and 
picked out the color. 

“Will this paint 
do to paint over 
chairs with?” | 
asked, 

The clerk went so 
far as to admit that 
it would, so I rushed 
back home and set 
to work. Despite 
what the advertise- 
ments had been say- 
ing, it seemed to me 
the paint was a little 
dificult to put on 
smoothly. I was 
right. Four weeks 
later, those chairs 
still could not be sat 
upon with any de- 
gree of safety. They 
will still give up little 
gobs of their lovely 
color if given enough 
provocation. Un- 
fortunately, t he 
salesman had _ not 
considered it neces- 
sary to warn me 
that the paint might 
need a bit of thin- 
ning. 

The contents of 
these stores are al- 
most as intriguing as 
those of a five and 
ten. They have as 
(Continued on page 66) 
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“HISTORY” 


By Saunders Norvell 


OW that all of us, with the assistance of lawyers 
and accountants, have turned over to Uncle Sam 
the very worst picture of our financial condition 

for the year 1926, we can afford to relax the tension by 
writing and reading a little on the subject of history. I 
note that certain movie actors and actresses, doctors, 
lawyers, etc., complain that the business man has an 
advantage over them in turning in his income tax. He 
has an inventory. They either get the money or they 
don’t get it. A business man may get it, put it in his 
inventory and then decide he hasn’t got it, or at least, not 
so much of it. I have even heard it whispered that the 
real reason for so many concerns not showing up better 
in the profit column these last few years is because of 
income taxes. Well, I wonder! 
x ok x 
One of the most valuable things in the world is a good 
memory. What is the use of accumulating knowledge if 
we forget it? What is the use of reading if we forget 
what we read? I have met only a few men in my life 
with remarkable memories. The average man has a poor 
memory, and a good many men have no memories at all. 
[ have known some men with uncanny memories. I know 
one man who never seems to forget anything. I have 
seen him read a poem of twelve verses twice and then 
repeat it, word for word, without an error. This man 
never makes a note of a name, initials or telephone num- 
bers. He always remembers them. 
* o* x 


[ heard a curious story of a banker here in New York 
who has a remarkable memory for figures. A merchant 
from the West called on him. This merchant was in 
financial difficulties. He told his story to the banker, 
showed him the statement of his business and said that 
afternoon that he saw nothing he could do but immedi- 
ately make an assignment for the benefit of his creditors. 
This banker at the time was engrossed in a very impor- 
tant transaction. He allowed this merchant to leave his 
office. At luncheon, however, he met another banker 
‘ and they happened to talk over this merchant’s case. The 
second banker said that it would be a pity for this con- 
cern to fail, and that he believed that with a little help 
and the proper management they could be saved. 

*K *K K 


Now, the question was: how to find the merchant. The 
banker did not know his hotel. They had employees tele- 
phone a number of the leading hotels, but he was not 
registered at any of them. They did not know his 
lawyers. In other words, this merchant was lost some- 
where in New York with the one idea of making an 
assignment. It was, of course, important that he be 
found immediately. This first banker stopped and 
thought. He remembered that while this merchant was 
in his office he had telephoned to some one. If this banker 
could remember the telephone number he called, the man 
might be found. This banker concentrated his mind on 
remembering this telephone call. Finally a combination 
of numbers came into his mind, also a certain telephone 
exchange. He called up this number. It was a bank in 
New York. He asked if this merchant was there. He 
was. The banker got the merchant on the wire, they had 
a meeting and the business was saved. If this banker 
had not possessed an unusual memory, this merchant 


would have made an assignment. The business later 
worked out and is now prosperous. 
*x* * * 


Last night I cursed my own poor memory. I went 
to a very highbrow dinner. I was warned beforehand 
that | would be in the presence of several great minds. 
I was told to do my level best to make a favorable im- 
pression upon a certain woman present. I sat next to 
her at the table. This lady lives in Paris. She is an 
expert on Eleventh Century architecture. In the taxi 
on the way to the dinner I tried to think up everything 
| had ever heard or read about cathedrals, castles and 
buildings of the Eleventh Century. Now, of course, I 
should have had a lot of information on this subject 
because I had devoted several years of my life to travel- 
ing in Europe, and a large part of my time was spent 
studying cathedrals. I have also read a good deal about 
medieval architecture, but my poor old head simply would 
not work. I could not drag very much to the surface 
of my memory. I was furious. The man who sat on 
the other side of the Eleventh Century lady is a dis- 
tinguished publisher here in New York. Lord, how that 
man could remember! He just boiled over with facts 
and figures about architecture. 

. #6 


Well, I think I put up a little better “front” than this 
other man, and at the beginning of the dinner, along with 
the oysters and the fish, the lady from Paris talked to 
me. She rather ignored my publishing friend. How- 
ever, he was not the kind to be left out in the cold. He 
was there with his remarkable memory—with his com- 
plete stock of information. Soon the lady was dividing 
her attention between us. I was having an opportunity 
to study her right shoulder quite often! Then the con- 
versation drifted to the Eastern Empire. Now, that is 
a period of history that has always interested me. When 
Rome was breaking up, the seat of government was 
maved to Byzantium, now known as -Constantinople. 
This empire lasted for more than a thousand years, and 
there are precious few people in the world, outside of 
college professors, who know anything about it. The 
story of the Byzantine Empire lies hidden in a back- 


wash of history. . * « 


When the conversation drifted to byzantine architec- 
ture and the history of this empire, here was my oppor- 
tunity! Now I could ring in some of the Greek names 
of these Byzantine Emperors and knock my publisher 
cold! I talked about these Greeks. I talked about St. 
Marks in Venice having been built under the Byzantine 
influence. I referred to the curious Greek names of 
some of those Eastern Emperors. “Yes, yes,” said the 
lady. ‘Where were their names?” And then, by gosh, 
I couldn’t remember! I hemmed and hawed. What 
funny names they were! ‘Then my publisher friend, who 
had been talking to the lady on the other side of him, 
turned and said: “I couldn’t help listening to your con- 
versation. No doubt you are thinking of Palaeologus, 
who was Emperor of Byzantium in 1261, and then, of 
course, you remember Nicephorus, who was one of the 


early Emperors.” ene 


Well, this knocked me out! After that I gave: up. 


_What is the use of trying to compete with a man who 
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has a memory like that? After this, the learned lady 
turned to my publishing friend and seemed to forget my 
existence! I found myself discussing the latest failures 
on Broadway with the lady on my right. I could not 
even remember the names of all these failures! This 
has been a terrible year for new plays. 

kk x 

However, I did land a neat little story before | passed 
out of the conversation on architecture. An architect 
friend of mine came here from the West. I went with 
him to take a look at the new Paramount moving picture 
building. This architect sought a good location and took 
a long view up and down the building. Then he turned 
to me and, without a smile, remarked: “Harry Thaw 
shot the wrong architect!’ This story helped my stock 
go up a few points, but the advance was only temporary! 
I heard the lady from Paris ask the publisher to come 
and dine with her. I was among those not present. 
Darn my memory! 

* * x 

I am going to have the names “Palaeologus” and 
‘‘Nicephorus” written out by the sign writer of the Harp- 
WARE AGE, framed and hung up in my office, just to 
remind me to cultivate a better memory. 

*K > *K 

But this article started out to be about history. Once 
upon a time I taught a class in history. It came about 
in this way: The Ethical Society in St. Louis, in a very 
roughneck neighborhood, ran an institution called ‘“Self- 
Culture Hall.” The idea was to compete with the cor- 
ner saloon and the dance halls. First I contributed. 
Then I was made a member of the Board of Directors. 
Finally, without my knowledge or consent, I was elected 
president. I became very much interested in this work. 
I decided to teach a class in history and to take history 
and make it understandable to the average neighborhood 
mind. 

kk * 

I started with American history, and every Tuesday 
night, for several winters, | ate supper downtown and 
taught a class of men at Self-Culture Hall. In teaching, 
I used the idea of making the historical characters just 
as human as possible. I found my audience liked to 
know a lot of personal things about Christopher Colum- 
bus, George Washington, Benjamin Franklin and all the 
famous characters in American history. I had exactly 
the same idea of humanizing history that has made Pro- 
fessor John Erskine and Will Durant, both of Columbia, 
famous men. I had the right idea, all right, but I did 
not push it to its conclusion. 

e €. 8 “igs 

I remember on the way to the class I used to buy a 
box of fifty 5-cent cigars. These cigars were passed 
around, and I spoke in a thick fog of smoke. When the 
box of cigars was returned, it was placed on the speaker’s 
table. It happened on one occasion. that I upset this box 
and all the remaining cigars fell on the floor. This al- 
most broke up the lecture because my class immediately 
scrambled for cigars! When they had all been found 
and sequestered, the teaching proceeded! 

a 


Then, I remember in Self-Culture Hall we had a pool 
and billiard room. This room had been equipped by 
generous citizens. We decided we would try an experi- 
ment in allowing the men who used the pool room to 
run the room. We wished to develop in them a spirit of 
proprietorship, also executive ability. Everything was 
lovely and, except for a few fist fights, the pool room 
was well managed until one day a van arrived to take 
away the pool tables and other equipment. It seems the 
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members of the pool room had decided to sell out. They 
had sold all of our equipment! 
ee oe 


This, of course, was a little discouraging, but no more 
discouraging than another case where, once upon a time, 
in business, we arranged a sort of self-insurance society 
among our employees. Each employee gave a certain 
small amount out of his weekly salary, and the firm con- 
tributed an equal amount out of their treasury. This 
fund was managed by the employees and was used by 
them in cases of illness or unexpected need on the part 
of employees. Our employees must have been excep- 
tionally healthy and frugal because in time there was 
quite a large balance in bank. Then, one fine day, we 
discovered that the Executive Committee of this em- 
ployees’ society had decided to declare a cash dividend. 
They had paid out practically all of the bank account to 
the society! This also was discouraging, and such ex- 
periences have rather made me question the advantages 
of paternalism in business. I came to the conclusion 
that, after all, what the employee cared for most was the 
maximum amount of money in the weekly envelope, and 
then just let it go at that! 

ae 


But I must not forget during the World War, when 
we were “giving until it hurt,” when one of our fac- 
tories over in Brooklyn contributed 100 per cent. In 
other words, every employee had agreed to give one 
dollar per week out of his salary for Liberty Bonds. 
This was fine. We were very proud of this factory 
spirit, but the following week we received a round-robin 
from the factory stating that unless we advanced the 
wages of every employee two dollars per week they would 
go on strike—one dollar of this amount was for Liberty 
Bonds and the other was for the employee. We were 
crowded with business. We did not wish to affect the 
morale of our organization. Therefore we granted the 
advance and we never had the strike, but I have always 
thought that the joke was on us. I remember I went 
over to the factory, stood on a barrel, made a speech, 
granted the advance and was loudly cheered! 

*x* * * 


But what has all this got to do with history? When 
I start reading a book that interests me I just live in 
that book. I am glad that I have this ability to make 
myself, for instance, almost a character in any period of 
history. Lately I have been reading “George Washing- 
ton, the Image and the Man,” by W. E. Woodward. I 
am only about halfway through this book, but I have 
got my money’s worth in information and in laughter 
several times over. This bodk is published by Messrs. 
Boni & Liveright, New York, and if you order it by 
mail it will set you back $4, at least—that is the price I 
paid The Book-of-the-Month Club, Inc., who select a 
book and mail it to me every month, I having signed on 
the dotted line for such an arrangement covering one 
year. 
a 
I cannot do better than to simply quote verbatim from 
one short chapter of this book: 


CHAPTER VII. 
THE OBJECTIVE LIFE. 


The historian McMaster called Washington the most 
elusive character in history, and he is not alone in his 
opinion. Whatever other qualities our Country’s Father 
may have possessed, there can be no doubt that historians 
and biographers consider him to have been well supplied 
with elusiveness. 

(Continued on page 70) 
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A Snappy 
Start for 
Spring Sales 


That same old 
early bird will 
again get the 
business — Get 
out your spades 
and dig — Sow 

TIN the seeds now 
oT et 
I iy pL YP} yp Wy > Sta harvest of sales 
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OW that the frost is actually 

out of the ground your cus- 
tomers are feeling the ap- 
proach of spring and this is an 
opportune time to begin featuring 
your garden tools and seeds. Don’t 
wait until the season is actually at 
hand. The mail order houses are 
all alert to the possibilities of early 
selling and even broadcast their 
catalogs during the winter months. 
It is not yet too late to go after some 
of this business in your own com- 
munity—why let the mail order 
house get one over on you? 
A good window display at this 
time, of garden tools, equipment 
and seeds will cause many a man 
who sees it to decide right then and 
there to plan his spring garden or 
make improvements to his lawn. 
Possibly he will not buy 
immediately, but if you 
have stirred up his inter- 
est in the subject, you 
will at least have a good 
prospect for a sale when 
he is ready to buy. 

On these two pages 
are reproductions of 
seven good spring gar- 
den windows. These 
firms, all of them, recognize 
the value of an early start. 
Study them and then work 
out some sort of an attractive 
window display for your store. 
Through intelligent cultivation 
of your opportunities you can 
accomplish what these firms 
have done. 

It is a significant fact that 

the sale of garden tools and 

seeds is not confined exclusive- 
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The displays shown 
on these pages are, 
commencing with the 
upper left, Weil Brothers, 
New York City; Gray Hard- 
ware, Coshocton, Ohio; 
W. W. Brown, Atlanta, Ga.; 
upper right, Warner Hard- 
ware, Minneapolis; Palmer 
& Gayley, Chester, Pa.; 
Smith & Bishel, Middle- 
town, N. Y.; Morehouse & 
Wells, of Decatur, Illinois. 


ly to the suburban and outlying 
districts. Some of the stores en- 
joying the most substantial profits 
in this line are located in the heart 
of our metropolitan cities. If these 
stores are able to do this business 
there is apparently no reason why 
stores being more favorably located 
should neglect such an essential 
avenue to spring-time profits. 

By all means, get started early, 
for the early sales are the profit 
makers and pave the way for those 
which will naturally develop later. 
Why not now? 
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What the Hardware Council Is Doing 


Chain store competition and advertising being examined 
by the Council. 


HAIN store competition is one of the problems 
under scrutiny of the Hardware Council, which 
is delving into the causes for the increase in the 
cost of distribution of hardware. 
In referring to this subject, one of the committees in 
its report to the council writes as follows: 
“Frequent reference is made by dealers to the lower 
prices at which certain classes of trade can afford to sell 
articles in competition 


al 


dering of services which are not worth what they cost to 
someone is not sound business. It is an economic waste. 
“When it appears necessary to appeal to both the buy- 
ers who are chiefly influenced by price, and to those 
who require services, it might be practicable to establish 
a price level that would include the cost of service, with 
discounts to those who did not require them. A whole- 
saler, for instance, might allow discounts for full pack- 
ages, orders over a mini- 





with them. In some cases 
this may be due to buying 
advantage. Certainly a 


mum quantity, routine de- 
livery, etc. A_ retailer 
might give discounts for 





part of the trouble, how- 
ever, is caused by the at- 
tempt of many in the hard- 
ware trade to carry water 
on both shoulders, through 


EALIZING that 
the hardware 


cash-and-carry, and no- 
replacement privilege, etc. 
Such discounts could prof- 
itably be given to reduce 
prices below those of com- 


adopting costly forms of 
service in order to attract 
business, and their imag- 
ining that they can profita- 
bly meet the prices of com- 
petitors who do not render 
service, but rely upon the 
price appeal to attract 
customers. 

“The cost of many ser- 
vices is not sufficiently 
realized. The cost of 
trucking, for instance, is 
figured as a percentage on 
all sales, while perhaps a 
comparatively small pro- 


trade is intensely in- 
terested in what the 
Hardware Council is 
doing, we are devot- 
ing a page of this 
magazine, each week, 
to its activities. 


The Council . rep- 
resents you. This 
therefore is your op- 
portunity to keep 
abreast with the 
great forward move- 


petitors whose costs were 
increased by the free ren- 
dering of such services. 
These prices would also 
more closely approach the 
competition of cash-and- 
carry bargain stores. 

“A service for which it 
is particularly hard to 
charge is the carrying of 
a well assorted complete 
stock. The advantage of 
this service to customers 
should be constantly em- 
phasized. Moreover, when 


portion of the total sales 
may be trucked, and if the 
cost of each delivery was 
charged against it, it would 
offset quite a difference in 
price. 

“It would be well for 
each manufacturer or mer- 





ment, which so vi- 
tally concerns the 
future of the hard- 
ware industry. 


competitors appeal to the 
same trade with stocks 
confined to a few of the 
largest selling items, such 
competition might be met 
- by reducing the margin on 
such items, where the 
quickness of turnover ac- 








chant, either wholesale or 
retail, to determine which 
is the better way to secure 





tually does reduce the cost 
of stocking, and equalizing 
this reduction by a corre- 








business—offering accom- 

modating service or low prices—recognizing that he can- 
not do both profitably, and that the ability to make a 
profit is a good measure of the service he renders his 
customers and those from whom he buys. 

“If certain services appear to be necessary, it is 
essential to determine what each form of service actually 
costs, and then decide in cold blood whether those to 
whom it is rendered are willing to pay the extra price 
that the cost of this service requires. If the higher 
price will lose more trade than the service will bring, cut 
out the service. 

“A business conducted on principles which are sound 
for it is more likely to succeed than one which thought- 
lessly follows the practices of competitors... The ren- 





spondingly higher mark-up 
on the slower selling items.” 
x *« * 

The same committee felt that one of the causes for 
the increase in the cost of distribution lies in a heavy 
wastage in advertising material. Referring to this sub- 
ject, their report reads: 

“The attention of manufacturers is especially called 
to the wide-spread opinion that much advertising matter 
is wasted. 

“It would appear advisable for each manufacturer 
who distributes large quantities of advertising material 
to the trade to study their requirements, so that the 
quantity of unused advertising matter may be ae sm 

(Continued on page 66) 
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ITTLE was ever actually 
known of Peter Profit’s fa- 
mous partner, but if half the 

things old Pete told of him were true, 
he was one almighty wise hombre. 
Pete was always quoting him and 
telling how his old “pard”’ would 
have done it, but whenever any of 
us boys got to nosey about who this 
partner might have been, old Pete 
just folded up and looked kind of 
mysterious. “What do you care?” 
he would answer, “he was right, 
wasn’t he?” . 

Pete used to drop in on us when- 
ever he came to town. Behind a ten- 
inch stogie and sprawled out in the 
OLD MAN’S private and sacred 
chair, Pete would sooner or later 
steer the talk around to his partner, 
and—funny thing—I noticed that 
the OLD MAN always managed to 
cock a pretty close ear on this end 
of the conversation. This morning 
in particular Pete was riding his fa- 
vorite hobby. 

“Yessir, that man always did his 
thinking in high gear. 
you might call an a-cro-ba-tic mind. 
I remember one morning he was 
down in front with one of the clerks, 
fixing up a display, when in walks 
an old contractor friend of the house. 
The clerk steps up and does the 
honors. ‘I want a shovel,’ says the 
customer, ‘for a deep, narrow hole 
I’m digging, and a regular D-handled 


He had what: 
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| Pete Profit’s Partner 


(Part One) 


shovel is too long. Got something?’ 
Old partner just keeps on with his 
display. ‘Sorry,’ says the clerk. 
‘There is such a thing as a short, 
take-down shovel for an auto tool 
kit, but we don’t stock it. Try an 
auto supply house.’ Now my part- 
ner’s a-cro-ba-tic mind could go just 
so long without exercise, so over he 
comes on the trot. ‘One minute, 
George!’ says he, ‘and we'll get you 
exactly the checker.’ With that he 
turns to the clerk. ‘O, lethargic and 
unworthy victim of mental paralysis,’ 
says he—Lord, how that man could 
sling English—‘go back there and 
saw a foot off the handle of an or- 
dinary D-handled shovel and put a 
malleable D-handle on the end.’ A 
few minutes later the customer had 
gone out with his shovel, and the 
clerk and my partner are back work- 
ing on their display. ‘Son,’ says my 
partner, ‘don’t be afraid to THINK. 
A moment’s common reasoning in 
this case results, first of all, in a 
sale; second, in a saving of both time 
and money for the customer; and 
third, in an increase of your own 
ability to use your own natural brain 
power.’ ”’ 

Pete’s stogie was in full eruption. 
“T recollect another case,’ he went 
on, “of our having the right thing 
but the clerk not thinking it out far 
enough. A fellow came in—a model 
maker, he was, and some of these 
model makers are right good steady 
buyers—at any rate he wanted a lit- 
tle dinky piece of brass about one 
inch by five-eighths by three-eighths. 
Sounds easy, doesn’t it? Think it 
over. Well, the clerk quite naturally 
started thinking over the brass stock 
and couldn’t hit on anything that 
would fill the bill, We carried sheet, 
plate, strip, rod, wire and tubing, but 
nothing that could answer for this 
size without a lot of sawing or filing. 
Now most all of us have a junk 
barrel, particularly on the builders’ 
hardware side, and here is where my 
partner dove in. He fishes up out 
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of the pile a perfectly worthless 
broken mortise lock, takes off the 
case and removes the dead-bolt. A 
minute more and he’s sawed off the 
lever on it, and the customer is fum- 
bling with his loose change. ‘A little 
skinny,’ says the customer, ‘but if 
I tramp all over this town I couldn't 
come one-half this close,’ and off he 
goes, leaving a perfectly good two- 
bit piece in the till and tickled to 
death. Yessir, it took my old part- 
ner to snake the coin of the realm 
out of the junk barrels.” 

Pete’s smoke-wreaths curled to- 
ward the ceiling. Edwards, one of 
the younger clerks who had been a 
thoughtful listener in our little gath- 
ering, hurried off to greet a woman 
shopper who had just entered. She 
was, we gathered from the fragmen- 
tary bits overheard from her talk, a 
music teacher and was looking for 
some means of fastening a music rack 
on top of a table on which she kept 
her music. The rack itself was on 
a square wooden upright, and her 
idea was to find some sort of collar 
or socket to fasten to the table top 
for a support. Edwards rose nobly 
to the occasion. “Such an article 
might be both difficult to find and to 
install,” he began. “I have in mind 
a method both inexpensive and sim- 
ple. Here,” and he hastily took out 
a few three-inch brass corner braces. 
“Four of these braces will make an 
absolutely secure support, the brass 
finish should look well, and all you 
have to do is put in a few small wood 
screws—we can fit you out with a 
good screw-driver for thirty-five 
—- ., 

Pete Profit’s stogie had gone out 
during this little incident. He turned 
to us with a twinkle of satisfaction. 
“See what I mean?” He rose to 
go. “By the way, Pete,” I asked 
him, “where is that partner of yours 
working now?” Old Pete Profit 
smiled knowlingly, as he answered, 
“You don’t think a man like that has 
to work all his life, do your” 








“Pete Profit’s Partner” will appear in HARDWARE Age from time to time. These little stories are 
interesting and entertaining. There will be some real valuable merchandising philosophy given 
by Pete, for his knowledge was gained in the school of experience. 
future issues. They will please you. 


Look for these pages in 
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salesman to be snappy in his work, energetic, peppy, 

or whatever you prefer to call it, but sometimes they 
overdo it. I went into a Rogers, Peet & Co. store to 
look at shirts. I told the salesman what sort of shirt 
and about what price. He laid an assortment before me. 
I looked them through and liked them pretty well, but 
I thought I would see something a little better, so I 
asked the man to show me something worth maybe a 
dollar more. 

“Yes, sir,’ said the salesman, very alert. Then he 
proceeded to put the first lot back into the case before 
laying out the second lot. There was nothing in the 
second lot that I cared for. I concluded that I liked the 
first ones better—but they were back in the case in a 
neat pile, I didn’t want to ask to have them all dragged 
out again. Result: I finally took one of the last shirts 
shown, when I would have taken two or three of the 
others if they had been left out. Salesman too snappy, 
too anxious to get his stock back in the case in order. 
Didn’t think enough about my wishes. 


cuneate it is a good thing for the retail 


* *«*« * 


“I want to get a can of Plastic Wood,” I told the 
salesman. 

“A can of what?” he returned, “Elastic Wood ?” 

I explained that I meant the new product used for 
filling holes and cracks in wood, but I couldn’t help 
being reminded of an inquiry friend wife made in an old 
fashioned women’s apparel store. She asked to see 
wind-breakers. The clerk hesitated and then said, ‘Oh, 
you mean those things 


to make them feel that we are all part of one force, 
working for the good of the business.” 
x * * 


William Dean Howells, the famous author and editor, 
once told the following, and since his day I suppose it 
has been told a million times in one form or another. 
He said he overheard two clothiers talking. Said one: 
“Jake is a fair salesman, you understand, but he ain't 
what he ought to be. He can sell a man a coat if the 
man wants a coat. But you know that isn’t being any 
salesman. A salesman can sell a man a coat when he 
don’t want no coat at all.” 

And that idea has persisted, that salesmanship is sell- 
ing a customer what he doesn’t want. It is all wrong. 

‘ Suggest to the customer other things than what he 
asks for and make him want them if you can, but don’t, 
if you expect to have satisfied, repeat customers, sell 
anyone something he doesn’t want. It is almost taking 
money under false pretences. 

x ok x 


Little Polly Flinders 

Sat among the cinders, 

Warming her pretty little toes. 

A hardware salesman told her 

That was silly, and he sold her 

A nice electric heater, I suppose. 
—Hardware Mother Goose. 


* * * 


Did this make him a 100 per center? A hardware 
salesman counted his customers and the number of his 
sales and found he was 





they put on automo- 
biles? We don’t keep 
them.” 


selling 80 per cent of 
his trade. He decided 
he could raise the fig- 


Cg ONE eee Ce ee ate 





What the salesman 
doesn’t know always 
reacts against’ the 
store. 

+ 's 


A Fairbury, Neb., 
dealer classifies him- 
self automatically as 
a Christian gentleman 
by these statements 
regarding his attitude 
toward his sales 
force: 

“T do not ask them 
to undertake any dis- 
agreeable task that I 
would not be willing 
to do if it were nec- 
essary. 

“T never refuse to 





Conduct a Special Sale Successfully : 


By determining definitely the goods to be offered and 
the reduction or special prices to be given, and the policy 
to be followed concerning adhering to such prices. 

By announcing the sale through the press, making 
everything clear, and avoiding any statement in any way 
which will mislead. 

By being as good or a little better than all promises 
made. 

By seeing to it that sales people are thoroughly posted 
on the sale offerings, and prices and conditions. 

By providing sales people enough to take care of the 
extra business. 

By thanking the public when the sale is over for the 
volume enjoyed. 

By not having sales too often, and making them real 
events when they are arranged. 








* 


* 


a 


ure 10 per cent by try- 
ing harder. He could 
and he did. He de- 
cided he could increase 
his sales to each cus- 
tomer 10 per cent in 
total volume. He did 
that, too. 
a 


The first move in 
selling a customer is 
not up to the salesman 
at all. It is up to the 
manager of the store. 
I base that statement 
on the first rule in that 
famous old recipe for 
cooking a hare, which 
is “First catch your 
hare.” 





let a man off for an evening if it does not interfere 
with any previous arrangement of my own. The priv- 
ilege is not abused. 

“I never reprove any of my employees in the pres- 
ence of others. I do it quietly when we are by ourselves. 
I take occasion to give them a word of commendation 
when it seems proper, preferably a little publicly. 

“Once in a while when the store is closed during holi- 
days, I have all the force at my home for dinner. I try 





The great Tyrus Cobb, was once mistakenly 
accused of some act of which he was not guilty, and 
when he came to bat in a game at that time, 40,000 fans 
stood up and booed him. And Ty Cobb showed his 
nerve in the face of that hostile crowd by making four 
hits, driving in six runs, and thereby winning the game. 
Some players have to have the crowd with them, some 
can play the game in the face of opposition and criticism. 
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In a little Curtis Publishing Company handbook on 
“How to Get Subscriptions,” I find this, which is good 
selling advice to a hardware salesman behind the counter: 
“Don’t let things lag. Keep everything coming your way 
—that is, so arrange it that everything that is being 
said is in your favor, asking questions to keep it com- 
ing that way. Bring one thing after another to bear 
until you have made favorable impressions. Don’t let 
things get cold. Work quickly. Adapt your methods 
to your hearer.” 

I interpret this to mean that you are to keep present- 
ing favorable points about what you are selling, asking 
questions the customer must answer in a way that brings 
replies that are favorable to the article. 


* %*« * 


A salesmanship expert says he divides salesmen into 
two types. “First, the argumentative type. He is usually 
a thin, cadaverous gentleman, with a high forehead and, 
like Cassius, with a lean and hungry look. He knows all 
about how and why his goods are better and why his 
concern can undersell all competitors. And then, second, 
the human type. This latter gentleman is full of life 
and vigor. His argument is not cheapness. He assumes 
that you are willing to pay a fair price. He appeals 
to the heart and to the emotions, to your wishes rather 
than to your logic.” It would almost seem that the 
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ideal must be a combination of the best qualities of 
both types. bi. mee 

“A little knowledge is a dangerous thing,’ as the 
hardware man told his green clerk when he heard the 
latter declaring to a customer that there couldn't be 
any such thing as steel wool, because wool can’t be made 
from steel, being obtained only from sheep. 

The same rule applies in the case of the up-state 
woman who told the school nurse that they couldn’t give 
her boy the Schick test because she’d read the book and 
seen the play, and she didn’t approve of either of them. 

eo % 


To quote from a little manual the Calumet Baking 
Powder people once presented to grocery clerks: “Thou- 
sands of tons of energy are wasted every year in busi- 
ness institutions by young men who cannot adjust them- 
selves to their superiors. I do not mean to say that 
when an employee fails to adjust himself to his em- 
ployer that the employee is wrong in the point for which 
he fights. He may have a plan that is far superior to 
that of his employer. . But the young man must try 
to remember that he is the one who must do most of 
the adjusting.” 

In other words, young man, try to fit yourself to the 
store where you work; try to adapt yourself to your 
job and to your boss. 


Here Is a Gentle Tip on How to Trim a Window 
with Cream Separators 


ERE is what window trimmers call the equiva- 

lent of an action window. It shows that a woman 

can operate a separator, or at least that is the 

idea that is conveyed by the figure of the woman in the 
central background. 

The white background boards behind each of the sep- 
arators sets off the dark blue of the separator’s base, 
and the white paper on the floor of the window conveys 
the whole idea of cleanliness, sanitation, etc. 

This display was arranged by George F. Hauber of 
the Emigh-Winchell Hardware Co., Sacramento, Cal. 
“We are always very careful,” he says, “to clean all 
merchandise very thoroughly before putting it on dis- 


play. Needless to say, it is important to be especially 
careful in connection with cream separators. We try 
to keep every thing as ‘spick and span’ as we suppose it 
is in the home.” 

Also, needless to say, this company does a large amount 
of business in cream separators, and aside from window 
displays it does extensive advertising in a small publica- 
tion that it issues monthly and which circulates to farm- 
ers and all prospective customers of the firm in the 
Sacramento Valley. Demonstrations are also given in 
the store and on the farm, which is a large factor in 
selling articles of this kind. 
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Is Your Store Located Where the Business Is? 


Just 250 feet plus a rearranged stock made a difference of 
fifty per cent to this one. 


HE Woodburn Hardware Co., Cincinnati, has in- 

creased its gross business approximately 30 per 

cent in the ‘ast nine months. This remarkable 
increase is attributed to the fact that the company re- 
moved its store 


Placing of merchandise on the balcony does away 
with the necessity of storing goods in the basement, 
where slow-moving items are likely to repose indefinitely. 
Out in the open these items are much more apt to attract 

attention, and 





250 ft. from its 
former location 
and rearranged 
the stock so that 
all merchandise 
now appears to 
advantage. 

Now situated 
a &@ Corae;¢r 
where each day 
hundreds of peo- 
ple transfer 
from one street 
car line to an- 
‘ther, the store is 
aconve- 
nient place in 
which to pur- 
chase goods. 
but location 
alone would not 
serve to acceler- 
ate to such a 
marked extent 
the sales of a 
company which 
had been doing 
business in that 
particular vicin- 
ity for the past 
nine years. Ar- 
rangement of 
stock within the 
store has been a 
material factor 
in bringing 
about the desired 
increase. 

The interior 
is 70 ft. in length 
and 20 ft. in 
width. To con- 
serve space and 
to add substan- 








Here are the well arranged showcases of the Woodburn Hardware Co.. 
of Cincinnati, described in the accompanying article. There are eight of 
these cases, four on each side of the store. Note the vehicle display. 


‘the duty of keep- 
ing them in first- 
class condition 
is imperative, es- 
pecially since 
they are subject 
to public inspec- 
tion at all times. 

Eight display 
cases, four on 
each side of the 
store, support 
the balcony. 
They are 2 it. 


used for the ex- 
hibit of flat 
hardware items, 
such as cutlery, 
saws and paint 
brushes. Within 
the cases, but 
not within the 
sight of custom- 
ers, is kept the 
stock corre- 
sponding to tht 
samples shown. 
As each case has 
seven shelves, 
consider- 
able merchandise 
can be_ stocked 
there. 

In the center 
of the store are 
several tables on 
which are placed 
items selling at 
a small sum. 
Mr. Badhorn has 
found it advis- 
able whenever 
possible to place 








tially to the 

quantity of merchandise which can be shown to cus- 
tomers, Walter R. Badhorn, manager, has built a balcony 
50 ft. long and 6 ft. wide along both sides of the store. 
Here heavy hardware and large toys are stocked in 
such a position as to be visible to every person entering 
the front door or moving about within the store. The 
balcony is only about 8 ft. above the floor, so that the 
view of its contents is in no wise obstructed at any 
point. 


price marks on 
the table goods, and to have all of the stock on one 
table marked at one price. He states that otherwise 
many people will look at a product and possibly even 
pick it up and examine it carefully, but they will not 
inquire about the price, because they think it probably 
is more than they are willing to pay. On the other hand, 
many customers will purchase goods at 10 or 15 cents 
if the items are marked. 
General hardware, paints and electrical goods, in the 


square, and are. 
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order named, make up the biggest part of his business, 
according to Mr. Badhorn. In paint products color var- 
nishes and enamels, particularly floor and furniture 
enamels, are the leaders in volume of sales. The move- 
ment of paint merchandise is not confined to the spring 
months, by any means, although the majority of the 
business is transacted during that season. Paint trade, 
in fact, has been fairly well distributed throughout the 
entire year. Brushes are sold in abundance, the number 
of sales closely approaching that of paint. 

Irons, percolators, lamps, and small items, such as 
sockets, plugs and transformers, are the principal elec- 
trical goods handled by Mr. Badhorn. Directly across 
the street from his store is an electrical appliance estab- 
lishment. Despite this close competition, however, he 
has built up a good business on the items mentioned. 

In this store 
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been immediately taken care of by the sales person. 

It has been many times reiterated that this is true in 
the chain stores. It will bear repetition here. Get the 
merchandise out where people can see and examine it, 
judge its value to them, and weigh their willingness or 
ability to pay the price asked. 

The three fundamentals of display have been said to 
be sight, touch and price, and it would seem that this 
hits the nail on the head. In the battle for business the 
retailer need have no fear of the future if he will for- 
sake the old worn out methods and adopt the up and 
coming ideas of present day merchandisers. 

Brightly lighted stores and neatly and intelligently 
displayed stocks will go a long way toward helping the 
merchant to survive the keen competition of today. 

At the recent convention of the P. A. S. H. A., J. F. 

Berner of Buf- 





the sale of toys 
is an_ all-year- 
round _proposi- 
tion. Coasters, 
scooters, roller 
skates and the 
other large toys 
are pushed ag- 
gressively 
throughout the 
entire twelve 
months, with 
profitable returns 
as aresult. The 
accompany- 
ing photograph 
gives an idea of 
how the coasters 
are effectively 
displayed on the 
balcony. 

“No sales on 
t he* installment 
plan” is a _ set 
policy strictly 
adhered to by 
Mr.  Badhorn. 
He has_ found 
that he has 
avoided many 
difficul- 
ties by never de- 
viating from this 
course. 

sy concentrat- 
ing much time 
and _ attention 
upon the devel- 
opment of a sub- 
stantial trade in 
paints, toys and 


Mr. Badhorn is 
success- 








Another view of the display cases of the Woodburn Hardware Co., 
Cincinnati Ohio. The balcony over the cases is used for the display of 
the heavier items that take up room. Here they are neatly in view. 


falo, N. Y., told 
of a very suc- 
cessful plan 
known as the 
“William St. 
Plan” used in 
Buffalo by the 
merchants to im- 
prove business 
on that street. 
Here is some- 
thing that if 
studied by 
others would 
also benefit them. 
It may not be 
necessary to 
move to a new 
location, as the 
store in this ar- 
ticle did, if a 
cooperative ef- 
fort is made to 
make the street 
more attractive 
than it now is. 
Getting behind 
all civic move- 
ments to pave 
streets, install 
better lighting, 
and in the smal- 
ler communities 
boosting the 
horticultural 
societies which 
are devoted to 
civic beautifying 
are some of the 
ways that the 
hardware’ mer- 
chant may bene- 
fit himself while 
making his 








fully solving his 
own difficulties and expanding his business. 

As in the case of the Woodburn Hardware Co., many 
merchants are finding that open display tables with 
plainly marked price tags are a very important factor 
in the building up of sales. 

Very often when sales people are busy with other 
customers a shopper looks over the tables, undisturbed, 
and in the great majority of cases he sells himself many 
more items than would have been sold to him had he 


town a good 
place to live as well as a good place to do business in. 
These activities all have their business aspect, as for 
instance, the horticultural club or society creates a de- 
mand for all kinds of garden tools, seeds and bulbs. 
3y advancing the interests of these clubs the hardware 
man is building repeat business. 

The merchants of the cities find that street associa- 
tions are beneficial even where competition is keen, Yes, 
a location can be made better if you try. 
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Builders’ Hardware Door by Door 


“Fire Doors and Shutters” 


By W. N. Thomas 


Editor's Note.—This is the seventeenth installment of a new series of articles on builder's hardware appearing every 
two weeks in the columns of HArpware Ace. The author, W. N. Thomas, is an acknowledged expert and knows 
how to tell his story. The next installment will appear in the April 14th issue. Watch for it and read tt. 


together there is proportionately a large demand 
for what is known as “Fire Protection Hard- 
ware’ for the equipment of “Fire Doors” and “Fire 
Shutters,” which are installed as a protection against the 


Wi vcccther the commercial buildings are grouped 
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spread of fire either from within or from without. These 
doors and shutters, which are noncombustible, are de- 
signed to automatically close in case of fire and thereby 
block the spread of the fire from one section of a large 
building to another section of the same building or from 
one building to another building. They should not be 
confused with what is known as “Fire Exit” doors which 
are designed, and equipped with suitable hardware, to 
insure their opening easily and quickly to allow the safe 
exit of people in case of fire in the building. 

“Fire Doors” are usually built up of three thicknesses 
of 7%-in. boards. The outside layers laid in opposite 
diagonal direction to the center layer which is usually 











Fig. 4 


perpendicular. These three layers are securely nailed 
together making a door large enough to overlap the 
opening 4 in. on each side and at the top. After the 
door is made it is covered completely—both sides and 
all edges—with heavy tin, the sheets being joined by 
lapping as soldering would melt from very little heat. 

The manner of constructing these doors and the way 








they should be hung and operated is specified by the Fire 
Underwriters. If their specifications are conformed to, 
the owner of the building is entitled to the lowest in- 
surance rate. 

These doors may be either hinged or sliding. When 
they are to be hinged in a new building the wall around 


Fig. 5 








Fig. 6 


the opening is often built with a rabbet about 4 in wide 
and the thickness of the door so the door when hung will. 
be flush with the wall. If the wall is built without the 
rabbet the doors may be hung flat against it as shown 
at Fig. 1 and 2. 

The eyes for the hinges must be either built into the 
wall (3) or bolted through the wall (4), in fact, this 
rule must be followed throughout, all times of hardware 
attached to the wall must be built into or bolted entirely 
through the wall. If the doors set in a rabbet in the 
wall then the hinges must have an offset near the pin 
end (5) otherwise the hinges should be straight (6) as 
the eyes have enough projection to take care of the 
thickness of the door. . 

There should be a strong latch, preferably with three 
holding points operating together, engaging in keepers 
which are built into or bolted through the wall. 








In addition to all the above, the doors should be 
equipped with a closing device automatically operated by 
weights when the restraining fusible link placed over the 
center of the opening is released by fire. As long as 
the fusible link remains in place the doors may be 
operated independently of the automatic closing device, 
and may be opened or closed at will. 

Sliding doors are made in the same manner as hinged 
doors except that the top of the door is cut with a rise 
from the opening side of 34 of an inch to each foot of 
width (7). This is done to make the top of the door 
parallel with the track which is set on an incline of 34 
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of an inch to each foot of length so the door, when re- 
leased, will automatically slide closed. The length of 
the track should be equal to twice the width of the open- 
ing plus 21 in. to allow for the overlap of the door and 
for room for a front and back bumper or stop. It should 





Fig. 9 





be secured to the wall by through bolts using proper 
length brackets to make the track stand out from the wall 
enough to accommodate the hangers, and to insure 
stability a wall bolt should be located opposite each 
hanger when the door is closed. 

The hangers should have roller bearings for the 
wheels and be secured to the doors with through bolts, 
in fact, all items of hardware that are fastened to the 
door should be bolted through. 

There must be binders fastened to the wall to receive 
and hold the door when it is closed, and shoes to fasten 
to the door where it slides behind the binders as a pro- 
tection for the edge of the door. 

At the bottom of the door there should be secured 
to the wall a roller guide to hold the door in place (8) 
and one the door there should be an iron trip for the 
guide roller to travel against as the door slides closed. 
There also should be chafing strips on the side of the 
door that slides against the wall to protect the tin cover- 
ing of the door. 

There should be a héavy flush door pull (9) on the 
side next the wall and a.rim pull (10) on the outside so 
the doors may be conveniently operated in their daily 
use. 

In addition to all the above, these doors should be 
equipped with cord or chain with a fusible link and 
pulley and weights for holding the door open ready to 
automatically slide shut in the event of fire which would 
melt the fusible link. 

After the door is hung it should be tried to see that 
it operates freely and closes easily by gravity when re- 
leased. | 

Heavy iron shutters are sometimes supplied for the 
outside of windows of storehouses and rear windows of 
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stores both as a protection against fire from outside and 
the entrance of thieves. 

These shutters are hung on heavy wrought iron strap 
hinges with eyes built into the wall in the same manner 
as for hinged tin-clad fire doors, and secured on the 
inside by heavy bars (11). They should be supplied 
with a heavy hook (12) for holding open. 

It frequently happens that “Fire Doors” hardware is 
not specified under the same heading with finishing hard- 
ware, but it is all “hardware” and the progressive build- 
ers’ hardware man will see to it that he sells it. There 
are several manufacturers who specialize in this line. 
It is best to choose one who has a good reputation in this 
field, get his catalog and study it carefully so you will 
gain a clear knowledge of the goods and the informa- 
tion required to order them with the assurance that they 





Fig. 12 





will meet the requirements when you get them. It would 
be a good plan to familiarize yourself with the building 
laws of your community as well as the insurance regula- 
tions so that whatever hardware you furnish will fill 


their requirements. 


QUESTIONS 


. How are tin-clad fire doors constructed ? 

2. May they be hung to operate in more than one way ? 

3. How are the hinges or track, etc., secured to the 
wall ? 

4. How are these doors equipped so they will close 
automatically in case of fire? 

5. What incline should the track of a sliding fire door 
have to insure its closing automatically ? 

6. How is the length of track required determined ? 

7. 1f iron shutters are used on the outside of windows 

what equipment should they have for holding them 

open, and securing them when closed? 


—s 


- 





A Lesson from the Foreign Legion 


HE French Foreign Legion is famous for its 

achievements in many campaigns. It is made up 
of men who do not flinch much under punishment. Some 
accept the hard life and rigid discipline for the sake of 
the adventure, but it is said that most of them do so to 
escape the law and hunger. These men, almost twenty 
thousand in number, receive almost no pay, yet they beat 
any other army in marching speed. They are allowed 
to march as they please as long as they get there, and 
as a result they cover almost impossible distances in an 
incredibly short time. 


The natures of these men are not like those of most 
armies and their officers, realizing this, handle them 
accordingly. Privates, it is said, do not jump to their 
feet at the approach of an officer. When officers and men 
talk they do so as men to men, but a command is a com- 
mand, and absolute obedience is forthcoming even in 
the face of certain death. That is the French Foreign 
Legion, but there is a thought there for all. Ordinary 
men will also respond to such treatment, if the leaders are 
men who recognize the importance of a just discipline, 
and who know how to reward human effort. ) 





40 HARDWARE AGE March 31, 1927 





se ae = Na 















































National Baseball 
Week—April 4-11 


HE pictures reproduced on this page are windows 

of hardware stores which can be depended upon to 
take advantage of every merchandising opportunity. 
Each year when National Baseball Week comes around 
they have window displays that attract attention and 
sell baseball gorcds. 

This year National Baseball Week will be observed 
from April 4 to 11 and will be the occasion for 
special exhibition matches in all sections of the 
country. Large city teams wil] play in the bigger 
cities and smaller teams will play in the smaller 
communities. Newspapers and periodicals will carry 
special stories and pictures featuring ball players, 

etc., and in many other 
ways call the public’s at- 
BP | tention to National Base- 
ball Week. This special 
week is sponsored by the 
Chamber of Commerce of 
ff the Athletic Goods Manu- 
os, 4 facturers of the United 
.< States. 
wf bbe a You still have a few 
Nid ' days in which to prepare 
\ a real merchandising 
| 





baseball goods window 
for National Baseball 
Week. These examples of 
good baseball windows 
should be an inspiration 
to any hardware window 
trimmer. Start Now. 
Remember the dates, 
April 4 to 11. 
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Murray Sargent Talks 
to Eastern New York 
Hardware Club 


Second Monthly Meeting of Recently 
Organized Association Is Held 
at [roy, N. Y., on March 18 
with 85 Persons in 
Attendance 


Eighty-five guests and members of the 
Eastern New York Hardware Club were 
present at the second monthly meeting of 
the organization, held in the Hendrick 
Hudson Hotel, Troy, N. Y., the evening 
of March 18. 

Murray Sargent, secretary and manager 
of Sargent & Co., manufacturer of build- 
ers’ hardware, New Haven, Conn., was 
the principal speaker. His subject was 
“Sargent Products,” and during the course 
of his talk he outlined the growth of his 
company, from its inception in 1862 up 
to the present time. Mr. Sargent stressed 
the importance of carrying a complete line 
of hardware under one nationally known 
brand name, and pointed out his firm’s 
efforts in recent years to simplify its line, 
resulting in a representation of some 14,- 
000 items in its current catalog as compared 
with 31,000 some years ago. 

W. Grousbeck, of New York City, gave 
a short address on Advertising and Win- 
dow Display which was received with much 
enthusiasm and proved both interesting and 
instructive. 

Other prominent hardware men who at- 
tended the meeting included R. J. Atkin- 
son, Brooklyn, vice-president of the Na- 
tional Retail Hardware Association; Frank 
Doyle, president of the New York State 
Retail Hardware Association; John B. 
Foley, secretary of the New York State 
Association; H. A. Cornell, president of 
the Metropolitan Hardware Association, 
and Ed. Ferguson, president of the Man- 
hattan and Bronx Association. 

A dinner preceded the meeting, during 
which Peter A. Rogers favored the audi- 
ence with a number of baritone selections. 





Westchester County Hardware 
Dealers’ Association Holds 
Annual Dinner and Dance 


The twelfth annual dinner of the West- 
chester County Hardware Association was 
held at the Hotel Gramatan, at Bronx- 
ville, on Thursday evening, March 24. 
At about 7.45 those assembled took their 
places in the dining room, where a splen- 
did dinner was served. After dinner the 
election of officers for the coming year 
occupied a few minutes, the nominations 
being presented by the chairman of the 
committee, F. W. Chillingsworth. The 
secretary, Clarence McCutcheon, cast a 


vote electing the following officers: Fred. 
Howard, president; Harry Hoblin, vice- 
president; William Vedder, secretary, and 
S. L. Riley, treasurer. 

The new president, who was chairman 
of the evening in the absence of the presi- 
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dent, Walter M. Baxter, who was unable 
to be present owing to illness, spoke 
briefly in appreciation of his election and 
asked for the cooperation of the members. 

The toastmaster, J. B. Sellers, of 
Fowler & Sellers, White Plains, then in- 
troduced the speaker of the evening, Rev. 
H. J. White, who delighted the guests 
with a fine address in which he urged a 
greater spirit of understanding among 
men. 

At the conclusion of the address, danc- 
ing was enjoyed. 


William R. McComb Honored by 
New Orleans Paint-Varnish Club 
During the recent visit to New Orleans 


of William R. McComb, business manager 
of the Save the Surface Campaign, the 
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New Orleans Paint, Oil and Varnish Club 
called a special meeting in his honor. Mr. 
McComb addressed the meeting, speaking 
on Cooperative Advertising. 

The great problem confronting the paint 
and varnish industry, according to Mr. Mc- 
Comb, is the new competition which is 
making an increasing demand on the con- 
sumer’s dollar. This can be met only by 
a united front. Save the Surface Cam- 
paign, the organized cooperative effort of 
the industry, like any other cooperative 
movement, can afford the greatest benefit 
only by receiving whole-hearted support 
in its national activities and by being 
linked with individual and local activities 
as well. 


Hutcheson Hardware Co. to 
Occupy New and Larger 
Quarters 


The Hutcheson Hardware Co., Sanders- 
ville, Ga., has plans under way for mov- 
ing into new quarters in that town, pro- 
viding twice the floor space now occupied 
in present quarters. 

The firm is desirous of receiving cata- 
logs and price lists from manufacturers 
and jobbers of general hardware lines, also 
furniture, as it is planned to establish a 
complete retail furniture department within 
the near future. 
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Committee Announced 
by President White 
of Nutmeggers 


Lonanenneineinenienal 


William Hall and Seymour Sears 
Address Regular Monthly Meeting 
at Hotel Burritt, New Britain 


Twenty-five members and guests were 
present at the regular monthly meeting 
of the Nutmeggers, held at the Hotel 
Burritt, New Britain, Conn., on the eve- 
ning of March 9, with President Linford 
C. White presiding. A fine dinner was 
served preceding the meeting. 

Nutmegger William Hall, of the Boston 
Varnish Co., delivered a very interesting 
talk on Varnish, and Seymour Sears, 
president of the National Council of Trav- 
eling Salesmen Associations, related some 
highly interesting experiences. 

Following the reading of the minutes of 
the previous meeting, President White an- 
nounced the appointment of the follow- 
ing committees for the ensuing year: 

Entertainment Committee — Chairman, 
Mark Miller, the Yale & Towne Mfg. Co.; 
J. O'Neill, Paterson-Sargent Co., and 
J. Jepson, Clipper Belt Lace Co. 

Reception Committee—Chairman, Leon 
Schwarts, Paterson-Sargent Co.; A. H. 
Doonan, Pittsburgh Steel Co., and J. C. 
Mark. 

Finance Committee—Chairman, Sey- 
mour N. Sears, Tucker Co.; E. G. Swift 
and R. B. Skinner, Skinner Chuck Co. 

Publicity Committee—Chairman, Charles 
J. Heale, HARDWARE AGE; Llew S. Soule, 
HARDWARE AGE; Roy Soule, Hardware 
Dealers’ Magazine; Charles E. Emery, 
Industrial Digest, and Stanton Jennings, 
Good Hardware. 

A discussion took place at the meeting 
as to the advisability of incorporating the 
Nutmeggers, led by C. S. Phillips, which 
resulted in a motion being made and sec- 
onded that a committee of two, consisting 
of the president and secretary, be appoint- 
ed with power to act on the project. 

Plans were formulated for an Employ- 
ment Agency, and members were asked by 
President Linford White to advise the sec- 
retary of any openings in selling or hard- 
ware stores needing help. 

K. M. Martin, of the Minnesota Mining 
and Manufacturing Co., will be the speaker 
at the April meeting of the organization, 
to be held at the Hotel Burritt on April 13. 








Harvey Wickes Hasey Dies 


Harvey Wickes Hasey, long identified 
with the New England brush manufac- 
turing business, died March 21 at his home 
in Brookline, Mass., following a long ill- 
ness. About a year and a half ago he re- 
tired as president of the John L. Whiting- 
J. J. Adams Co., Boston. Mr. Hasey was 
born in Chicago 71 years ago, the son of 
Samuel S. Hasey, one of the editors of 
the Chicago Tribune. He was educated 
at Rensselaerville, N. Y., and having 
studied medicine, practiced for a_ time. 
Most of his life, however, was spent in 
Massachusetts. 
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W. Franklin Barrett 
Elected President 
Barrett Hardware Co. 


Succeeds His Uncle, J. O. Barrett 
Who Becomes Chairman of the 
Board—Other Officers Elected 


W. Franklin Barrett, grandson of the 
founder of the Barrett Hardware Co., 
Joliet, Ill, the late William F. Barrett, 
who died in 1879, was elected president 
of the company at the recent annual meet- 
ing of officers and directors. 

Mr. Barrett succeeds his uncle, J. O. 
Barrett, who has been president of the 
company for the past 48 years. The re- 
tiring president was elected chairman of 
the board and will remain active in the 
business of the firm. 

Other officers elected at the annual 
meeting are: E. M. Moore, vice-president ; 
E. C. Barrett, secretary-treasurer, and 
F. E. Whallon, assistant secretary-treas- 
urer. The board of directors comprises 
the above named officers and C. J. Shaw. 

The business of the Barrett Hardware 
Co., which was originally started as a 
retail concern, was developed into a whole- 
sale organization some 15 years ago, and 
now more than one-half of the business 
is conducted on the wholesale scale in the 
territory surrounding the city of Joliet. 





W. H. Donner Elected to Board 
of United States Glass Co. 


At the recent annual meeting of the 
United States Glass Co., held at the com- 
pany’s offices in Pittsburgh, Pa., W. H. 
Donner, president of the Donner Steel Co., 
was elected a director. In the absence of 
President E. E. Slick, who is in the West 
Penn Hospital, Pittsburgh, where an op- 
eration was performed for a carbuncle on 
his neck, David Yost, vice-president, pre- 
sided. The meeting was harmonious, and 
the directors seemed, after the meeting, to 
be very well satisfied. 

By the election of Mr. Donner as a 
director, the United States Glass Company 
has on its board two of the outstanding 
figures of the steel industry in him and 
Mr. Slick. 

The terms of three of the directors ex- 
pired. At the meeting Charles E. Wil- 
lock was reelected. Mr. Donner succeeds 
Ernest Nichol on the board and M. B. 
Goff. 





Alvan T. Simonds Announces 
Economic Essay Contest 


for 1927 


To encourage the study of economics 
two prizes of $1,000 and $500 respectively 
are offered by Alvan T. Simonds, presi- 
dent of the Simonds Saw and Steel Co., 
Fitchburg, Mass., for the best two essays 
on the following subject: “Who UIlti- 
mately Pays the Taxes?” 

The contest is open to all residents of 
the United States and Canada. It is hoped 
that it will especially appeal to business 
executives, assistants to business executives 
and students of business and commerce. 
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Contestants, who are not well versed 
ir economics, are advised to study ele- 
mentary works, dealing with funda- 
mentals, and to read articles on economic 
subjects in newspapers and magazines. 
The essays may be entirely original or 
may be based, in whole or in part, on 
books or articles. If the latter plan is 
followed, references to the books and ar- 
ticles should be given in footnotes. 

The essays must be at least 2500 words 
in length and should not exceed 3500 
words. They must be typewritten and on 
one side of the paper only. The prize- 
winning essays, upon payment of the 
prizes, will become the property of Alvan 
T. Simonds. The judges will be an- 
nounced later. They will be selected from 
experts in economic, business and related 
activities. Their decision must be ac- 
cepted by all concerned as final. 

The essays must reach the Contest Edi- 
tor, Simonds Saw and Steel Company, 470 
Main Street, Fitchburg, Mass., on or be- 
fore Dec. 31, 1927. 





H. E. Winans Rejoins the 
Western Cartridge Company 


H. E. Winans has become identified 
with the Western Cartridge Co., manu- 
facturer of ammunition, East Alton, III., 
his activities to embrace promotion work, 
trapshooting, and the mechanical and sales 





H. E. Winans 


development of the company’s traps and 
flyer targets. 

Few men within the scope of trapshoot- 
ing enjoy a more diversified field and 
trade experience than Ed Winans. For 
18 years, prior to 1922, he and Western 
interests had become recognized as com- 
panion factors in trapshooting progress. 
Acknowledged an authority on trap devel- 
opment, Ed Winans can point with pride 
to many tournaments. whose outstanding 
success was due to his personal installa- 
tion and supervision of their trap and 
target service. Notably, he was in special 
charge of Western equipment at the 1926 
Grand American Handicap, during which 
more than 800,000 White Flyer Targets 
were thrown with such a minimum of 
breakage and delay that Western service 
was returned an official vote of thanks 
by the Board of Directors of the Amateur 
Trapshooting Association. 
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New England Industrial 
Survey in Two Concise 
Pamphlets Announced 


Result of General New England In- 
dustrial Survey Published by 


Boston Chamber of Commerce 


The Boston Chamber of Commerce, as 
a sequence of its recent survey of New 
England industries, particularly those per- 
taining to the metal working field, has is- 
sued two studies on improving manufac- 
turing facilities. The first one deals with 
general topics, and contains 52 pages of 
useful information to New England as 
well as manufacturers in other sections of 
the country. The second book, or pam- 
phlet, is of 58 pages and deals with the 
technical side of the subject. 

Both issues are the result of the cham- 
ber’s bureau of commercial and industrial 
affairs. Organized to cooperate with ex- 
isting establishments in promoting better 
management methods; to bring to Boston 
and to New England additional industries 
and greater volume of foreign and do- 
mestic trade, and to furnish reliable in- 
formation regarding industrial conditions, 
the personnel of this committee included 
a diversified list of leaders in their par- 
ticular fields including Harry D. Carter, 
Florence Stove Co.; Ernest B. Freeman, 
Sturtevant Co.; Alfred C. Howell, Ames 
Shovel & Tool Co.; George A. Sagen- 
dorph, Penn Metal Co.; Raymond L. 
Tweedy, Manufacturers’ Research Asso- 
ciation, and Charles B. Burleigh, General 
Electric Co. 

In connection with this work there was 
an industrial planning committee, consist- 
ing of 28 members, and including: J. HL. 
Barber, Walworth Co.; Marcus Chase, 
Niles-Bement-Pond Co., Boston; John C. 
Connelly, Dennison Mfg. Co., Framing- 
ham, Mass.; A. H. D’Arcambal, Pratt & 
Whitney Co., Hartford Conn.; and 
Everett A. Greene, Lockwood, Greene & 
Co., Boston, engineers. 


Pyrene Organization Holds Gen- 
eral Sales Conference | 


The Pyrene Manufacturing Co., manu- 
facturer of fire extinguishers, 560 Bel- 
mont Avenue, Newark, N. J., recently held 
a general sales convention and conference, 
which was attended by a majority of the 
firm’s sales managers, representatives, etc., 
from various parts of the United States. 

The first session was held at the com- 
pany’s office in Newark on March 9, at 
which a number of important sales prob- 
lems were discussed. The next session 
was held in the East Room of the Hotel 
McAlpin, New York, on March 10, at 
which addresses were made by various 
Pyrene officials. Other sessions were held 
on March 11 at the firm’s office in New- 
ark, and on March 12 in the East Room 
of the Hotel McAlpin. 
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Wisconsin Retail Hardware Association 


Holds School for Clerks 


Nearly Eight Clerks, Managers and Store Proprietors Attend Twelve-Day 
Hardware Short Course at Stevens Point, Wis. 


Nearly 80 clerks, managers and hard- 
ware store proprietors attended the 12 day 
“hardware short course” conducted the 
fore part of March by the Wisconsin Re- 
tail Hardware Association at its offices in 
Stevens Point. This school was planned 
by B. Christianson, assistant secretary of 
the association, in recognition of the need 
for better training among hardware clerks 
in window trimming, accounting, adver- 
tising and the like. 

Classes were held both morning and 
afternoon for the 12 days and the work 
was divided into six general subjects—store 
management, retail selling, accounting, 
show card writing, window trimming and 
advertising. All those enrolled in the 
school were required to attend the classes 
in the first two subjects named while the 
attendance in the other four classes was 
optional. However, the program was so 
arranged that the entire course could be 
attended and practically everyone availed 
themselves of that opportunity. 

In the class in accounting, in charge of 
P. R. Jacobson, of the Wisconsin associa- 
tion, the students were required to open and 
close a set of books. The instruction also 
included the proper methods in the dis- 
tribution of expense, the making up of 
balance sheets and the filling of income 
tax reports. 

John H. Dewild, of Minneapolis, as- 





sisted by Carl V. Haecker, from the Frank 
Burke Hardware Co., Waukegan, III., and 
Lawrence Zwiker, from the Schlafer Hard- 
ware Co., Appleton, Wis., had charge of 
the classes in show card writing, window 
trimming and advertising. In window 
trimming the students were taught the 
underlying principles of good show win- 
dows, consisting of the use of crepe paper, 
the designing of back grounds, the ar- 
rangement of merchandise, color schemes, 
the use of fixtures and lighting effects. 
Squads from the school decorated win- 
down in the various Stevens Point hard- 
ware stores. 

The advertising course covered the 
writing of newspaper copy, posters and cir- 
cular letters. The compiling of mailing 
lists was also given considerable attention. 

The classes in store salesmanship were 
under the direction of R. A. Peterson, of 
the National Retail Hardware Associa- 
tion, and in addition Harry Fogelmann, of 
the Sheldon School of Salesmanship, Chi- 
cago, gave two lectures on the subject. 

B. Christianson was in charge of the 
classes in store management. The entire 
school was so enthusiastically received by 
those in attendance that plans are already 
under way to hold a similar meeting of one 
week’s duration in Milwaukee in August 
of this year. Also the two weeks’ course 
will be given in Stevens Point next spring. 





McKinney Mfg. Co. Announces 
Changes in Chicago Territory 


The McKinney Manufacturing Co., man- 
ufacturer of builders’ hardware, Pitts- 
burgh, Pa., has announced several changes 
in its Chicago field organization, effective 
immediately. 

As Frank Koch, western manager, with 
headquarters in Chicago, is away from the 
Chicago office of the McKinney Manu- 
facturing Co. in the North Terminal 
Warehouse about 90 per cent of the time, 
working in conjunction with the jobbing 
trade throughout the Middle West, W. S. 
Church has been placed in charge of that 
office and warehouse. 

Two additional salesmen, traveling from 
the Chicago office, have also been added 
to the company’s staff. They are W. A. 
Cooper and J. M. Rice. 

The McKinney company also announces 
- that on May 1 its Chicago office will be 
removed to a new location at 311 West 
Randolph Street, where a complete stock 
of its line of manufactured products will 
be carried. 





Reuben E. Swanson Buys Part- 
ner’s Business at Mead, Neb. 


John A. Carlson, of the Mead Hard- 
ware Co., Mead, Neb., has sold his inter- 
est in the company to Reuben E. Swanson, 
who for the past ten years has been a part 
owner. Mr. Carlson has been in the busi- 
ness at Mead more than sixteen years. 





Edwin T. Owens to Open 
Store at Oswego, N. Y. 


Edwin T. Owens, for several years a 
clerk in the hardware store of Reid & 
Co., Oswego, N. Y., plans to establish 
a retail hardware store of his own at 
116 East Bridge Street, that city, on or 
about April 1. 





Implement Manufacturer to 
Build New Plant in California 


The J. I. Case Threshing Machine Co., 
pioneer implement manufacturing concern 
of Racine, Wis., has selected Oakland, 
Cal., as its Far Western headquarters and 
will erect a plant at Twentieth and Per- 
alta Streets in the near future. It is 
planned to build a structure with 25,000 
sq. ft. of floor space, which will be com- 
pleted about June 1 of this year. The 
Qakland branch will be the assembling 
and distributing point for the products of 
the company, which include, besides thresh- 
ing machines, road machinery, silo fillers, 
detour tractors, horse-drawn implements 
and Case automobiles. The territory to 
be served comprises all of California and 
Oregon, the western half of Nevada and 
the two western counties in Arizona. The 
company has two other branches in Cali- 
fornia, one at Fresno and the other at Los 
Angeles. A. J. Olson, California branch 


manager, will have his headquarters at the 
projected Oakland plant. 
k 
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Lockwood Manufacturing Co. 
Appoints A. N. Theriault 


The Lockwood Manufacturing Co., 
manufacturer of locks and builders’ hard- 
ware, South Norwalk, Conn., has an- 
nounced the appointment of A. N. Theri- 
ault as general superintendent. 

For the past 30 years Mr. Theriault 
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has been identified with the builders’ hard- 
ware industry, and during that time has 
had the opportunity of actually making 
as well as supervising the manufacture of 
goods in practically all departments of a 
builders’ hardware manufacturing plant. 

Some years ago he started with the 
Nashua Lock Co., Nashua, N. H., and 
moved to the plant of the Lockwood 
Manufacturing Co. when the Nashua Lock 
Co. was absorbed by the Lockwood or- 
ganization. 

Mr. Theriault is a charter member of 
many associations, among which is the 
Master Platers’ Association. 


Oscar B. Mueller and Associates 
- Control Mueller Brass Co. 


The purchase of a controlling interest in 
the Mueller Brass Co. by Oscar B. Muel- 
ler, president, and associates from the 
Mueller Co., Decatur, Ill., was announced 
at the recent* meeting of stockholders at 
Port Huron, Mich. 

O. B. Mueller has disposed of his in- 
terests in the Mueller Co., Decatur, III., 
and Mueller, Ltd., Sarnia, Ont., and will 
hereafter devote his entire time to the 
Mueller Brass Co., Port Huron, Mich. 

Robert and Phillip Mueller, Decatur, 
Ill., will continue as_ stockholders and 
directors of the Mueller Brass Co. 

According to information made _ public 
by the officers of the Mueller Brass Co., 
the Port Huron plant will immediately 
start on a two-year expansion program, 
involving an expenditure of over $500,000 
for plant and extensions and new equip- 
ment. There will be no changes in policy 
of this company, which will continue to 
manufacture brass rod, brass and copper 
tubing, brass forgings, castings and screw 
machine products and brass specialties, in- 
cluding the Mueller Red Band Muzzle. 
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J. Harry Tregoe, Credit Expert, Says 
Retailers Are Hard Hit 


Our national prosperity, which has bene- 
fited so many lines of business in recent 
years, has passed by a large number of 
retail merchants, leaving them to face seri- 
ous trouble caused by modern modes and 
methods, according to J. H. Tregoe, ex- 
ecutive manager of the National Associa- 
tion of Credit Men. 

In a recent statement Mr. Tregoe said 
that a great many merchants in both large 
and small communities were “hanging on 
by their teeth,” and that a large number 
of them would be unable to survive much 
longer in the face of existing conditions. 

“The automobile is taking a large part 
of the country merchant’s trade to shop 
in the city,” he said. “In the city the 
small retailer must meet the stiff compe- 
tition of the chain stores and department 
stores; and both he and the country mer- 
chant are further handicapped by the 
direct-to-consumer supply houses and the 
mail-order firms.” 

Changes in modes of living and in busi- 
ness methods have brought a particularly 
severe hardship on the cross-roads mer- 
chant, Mr. Tregoe said. 

“The cross-roads merchant is passing 
fast,” he continued. “Two decades ago 





one could drive along a country road in 
a buggy and count five or six enterprising 
stores in twenty miles. Today, in his 
automobile on the paved highway, one 
might pass two stores along the same 
twenty-mile stretch. 

“The automobile and paved roads have 
caused hundreds of cross-roads stores to 
close, and it is likely that many merchants 
in our agricultural sections will fail in 
1927. They are carrying a tremendous 
amount of frozen receivables and will be 
unable to stand the appalling shrinkage.” 

Mr. Tregoe said that business executives 
could aid their retail customers a great 
deal, and at the same time protect them- 
selves, if they would give their dealers 
needed assistance in merchandising. 

“Credit department managers and pro- 
duction and marketing executives are miss- 
ing a big bet when they fail to see that 
many old-style merchants need aid if they 
are to contend successfully with the com- 
petition of modern outlets,” he said. “They 
must sell their trade up-to-date merchan- 
dise in the right quantities, so that changes 
in style and the coming of improved goods 
will not catch the merchants with obso- 
lete stocks.” 





Issues Leaflet Defining State 
Laws as to Auctioneers and 


Peddlers 


W. M. Dutton and Sons Co., Factories 
Division, Hastings, Neb., is distributing 
to its customers a four-page leaflet quot- 
ing the State laws of Nebraska, Kansas, 
Colorado, South Dakota and Wyoming as 
they refer to auctioneers, peddlers and 
hawkers. 

Im this leaflet the fact is brought out 
that the laws of these States and other 
States as well protect the dealer, and State 
officials are always willing and ready to 
cooperate with the dealer in enforcing 
these laws. 


San Francisco Firms Consolidate 


A consolidation between Waterhouse & 
Lester Co., 540 Howard Street, and the 
Scovel Iron Store Co., 754 Howard Street, 
San Francisco, has been completed. The 
new firm will be known as the Water- 
house-Lester-Scovel Co., 540 Howard 
Street. The officers of the new company 
are as follows: S. W. Waterhouse, presi- 
dent and treasurer; George S. Scovel, chair- 
man of the board: G. H. Scovel, vice- 
president and general manager; A. W. 
Hanson, secretary; Norman F. Hindson, 
sales manager. 


———— 


Lalance and Grosjean Mfg. Co. 
Moves Office to Woodhaven 


The Lalance & Grosjean Manufactur- 
ing Co., manufacturer of Agate Nickel- 
Steel Ware, will remove its general New 
York office from 299 Broadway to its fac- 
tory at Woodhaven, L. I., on April 9, to 





make possible quicker and more efficient 
handling of orders. 

A New York sales office will be retained 
in Room 518, Pershing Square Building, 
Madison Avenue and Forty-second Street. 








Martin Oberg, one of the founders of the 
Damascus Steel Products Corp., Rock- 
ford, Ill., who has been recently ap- 
pointed sales manager of that organiza- 
tion, as announced in HARDWARE AGE, 
issue of March 17, on page 58. 





H. W. Marshall Joins American 
Hammered Piston Ring Company 


The American Hammered Piston Ring 
Company of Baltimore, Md., has enlarged 
its sales organization, having secured the 
services of H. W. Marshall, formerly 
with the Anderson Company of Gary, Ind. 

Mr. Marshall’s territory will include 
Kansas, Oklahoma, Arkansas and part of 
Missouri. 
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Dennison to Have Window Dis- 
play Demonstration in Brook- 
lyn Meeting 


A feature of the next meeting of the 
Brooklyn Hardware Association, to be 
held the evening of April 14 at the asso- 
ciation’s headquarters in the Johnston 
Building, Brooklyn, N. Y., will be an in- 
teresting window display demonstration by 
the Dennison Manufacturing Co., much 
along the same lines as the demonstration 
given at the March meeting of the Man- 
hattan and Bronx association and referred 
to in detail in the March 24 issue of 
HARDWARE AGE. 





Patek Enlarging Its Plant 


Patek Brothers, Inc., paint manufac- 
turer, Milwaukee, Wis., is making altera- 
tions and enlarging its local plant. New 
machinery and equipment is being installed, 
which, according to officials of the firm, 
will result in practically doubling the ca- 
pacity output. 





Plans for Mid-West Paint-Up 
Campaigns Are Announced 


Final plans for Chicago’s annual “Paint- 
Up and Clean-Up” campaign were com- 
pleted at a luncheon of the Civic Indus- 
trial Club on March 26. The dates of 
the campaign this year will be April 18 


to May 2, and, as in the past, prizes will 


be given to the various public schools 
whose districts show the best records of 
improvement. 

In Minneapolis, the local Paint, Oil and 
Varnish Club is behind a similar move- 
ment and is now engaged in getting co- 
operation of other city organizations, in- 
cluding the council of churches. 





Lee Dipple Resigns from Osborn 
Manufacturing Co. 


Lee Dipple, for several years identified 
with the sales department of the Osborn 
Manufacturing Co., Cleveland, Ohio, has 
resigned and is now associated with the 
sales department of the S. LeMur Com- 
pany, manufacturer of waving machines 
and equipment, Cleveland. 


od 





C. S. Freeman Transferred to 


Buffalo Office, Lincoln Electric 


C. S. Freeman, formerly in charge of 
the Lancaster, Pa., office of the Lincoln 
Electric Co., manufacturer of motors and 
welders, Cleveland, Ohio, has been trans- 
ferred to the Buffalo office of the company 
and appointed district manager. 





Jules L. Vermeersch to Enter 
Wholesale and Retail Hard- 


ware Business 


In addition to his business as a whole- 
sale and retail machinery distributor, Jules 
L. Vermeersch, 18-20 East Jefferson 
Street, Phoenix, Ariz., contemplates enter- 
ing the wholesale and retail hardware 
business, specializing in tools, shop equip- 
ment, electrical appliances and _ general 
hardware. 
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‘Gates Rubber Co. Making New 
Line of Garden Hose 


In conjunction with the manufacture of 
its line of wrapped and braided garden 
hose, radiator hose, air and steam, wash- 
rack and welding, air brake and signal 
hose, the Gates Rubber Co., manufacturer 
of rubber products, Denver, Colo., is mar- 
keting a striped municipal hose, a spiral 
red and black, five-ply hose. Its unique 
design (red and black stripes) makes it 


RATES Vien 





practically theft proof, for it is sold only 
to municipalities for use in public parks. 

The Gates company has recently com- 
pleted construction work on what has been 
termed Unit 19 of its group of factory 
buildings, as announced in HARDWARE AGE 
a few weeks ago. Thirty thousand feet 
of floor space in this new unit will be de- 
voted exclusively to the manufacture of 
the firm’s line of Vulco corrugated braid- 
ed garden hose. 


New Line of J. D. Warren Dis- 
play Tables Announced 


The J. D. Warren Manufacturing Co., 
Chicago, maker of hardware store equip- 
ment, is now offering to the trade an at- 
tractive line of standardized display tables, 
with bulb edge glass and wood compart- 
ments, designed especially for hardware 
merchandise. These new tables embody 





features that have proved practical by 
actual use and are not an experiment. 
The tables are made of well-seasoned 
white oak or of southern poplar, and come 
furnished either with bulb-edge glass or 
oak or poplar compartments. The assort- 
ment of sizes of the compartments adapt 
them to the display of practically any small 
wares in the average hardware store. The 
glass top tables are complete with all the 
necessary statuary bronze hardware, in- 
cluding special spring clip price tag hold- 
ers: All partitions are removable, permit- 
ting the table being used with a single 
unbroken top for the display of large items. 


ee 


Glass Gas Range Has Two- 


Burner Feature 


The Arnold F. Glass Gas Range Co., 
manufacturer of gas ranges, 1027-29 Ave- 
nue D, South, Birmingham, Ala., has 
placed on the market the Glass Gas Range, 
a stove heated by two burners in from six 
to twelve minutes time, permitting at the 
end of that time the turning off of one 
burner, the remaining burner keeping the 
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heat high enough to do all cooking, boil- 
ing, baking, etc. 

The whole range is beautifully finished 
in highly polished “Follensbee” blue gage 
steel, with a porcelain enamel splasher, 
and porcelain cushion oven door panel 
with thermometer in door. The door 
panel and splasher are highly nickel plated 














as are also the front legs. Rear legs are 
japanned. 

The range is electric welded, which in- 
sures a smooth finish; body of range and 
splasher are made from “Follensbee’s” pol- 
ished blue heavy gage steel. Oven and 
linings are made from the best grade of 
rust resisting steel. 

The cast iron top has six cast lids 534 
in. in diameter. This is a triple wall 
range, lined throughout with asbestos and 
an inner lining of steel all bolted and in- 
verted, all other parts welded. 





Two New Sprinklers Announced 


by Clark Manufacturing Co. 


A neat, small and attractive lawn 
sprinkling device has been placed on the 
market by the Clark Manufacturing Co., 
427 North Thirteenth Street, Philadel- 
phia. It is known to the trade as the 
Rainbow Sprinkler. All parts are rust- 














proof, and the base is made of zinc with 
Duco finish. The arms and head are of 
brass. 

According to the manufacturer, the 
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Rainbow Sprinkler will water a forty- 
foot circle on average pressure. The head 
revolves on a water cushion, eliminating 
friction. 

This new sprinkler is attractively packed 
in a neat carton. 

The firm is also marketing what has 











been designated to the trade as the Styx 
Sprinkler, a small device designed to throw 
a thirty-foot circle of water on average 
pressure. They are packed one dozen on 
a bright and appealing counter card. 





Improved Bob-A-Lawn Gasoline 
Mower 


Among the outstanding features of the 
Improved Bob-A-Lawn mower, manufac- 
tured by the Cushman Motor Works, 
Lincoln, Neb., is a simple and positive 
clutch control, with sprocket and chain 
drive on the reel shaft. 

According to the manufacturer there is 
no loss of power as the drive goes first 





to the reel and then to the wheel, for the 
clutch is located between the engine and 
reel and not between the engine and wheel 
as heretofore. 

The Bob-A-Lawn is sturdily built and 
cuts a nineteen-inch swath. The cutting 
unit is of high quality and is furnished 
with anti-friction bearings. 

The mower is furnished with a Cush- 
man engine—small, modern and of high 
speed. The engine is air-cooled by force 
draft of air from flywheel fan. Speed 
reduction apparatus is built-in and runs in 
oil. The engine is also equipped with 
hard phosphor bronze bearings throughout 
and the crankshaft and jackshaft are case- 
hardened. 

A special design of carburetor with no 
moving parts is furnished. Ignition is 


from battery of six-volt dry type and is 


'of the open circuit model which is 


stressed by the manufacturer as insuring 
a hot spark for starting and efficient power 


_ development. 


} 
| 
| 





A quick, easy pull on the starting cord 
and the engine starts. There is only one 
control, a handy lever on the handle. A 


| push on this clutch control will likewise 


stop the motor. 


ee 
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Activity in Standardization and Simplification 


of Lines Stimulated 


By L. W. Moffett 


(Washington Bureau of HARDWARE AGE) 


given to the movement of the Department of Commerce to simplify 


I: these days of narrow margins of profit, unusual stimulus is being 


_and standardize products in all lines of industry, thus cutting down 
sizes and varieties and therefore heavy inventories. 
One of the most active organizations is the National Committee on 


Metals Utilization. 
portant items. 


oversize piston rings, brake linings and taper roller bearings. 


Recently it has held conferences on a number of im- 
One conference, held in Detroit, concerned spark plugs, 


It has been 


pointed out that the steady drop in the cost of motor cars has been due in 
large measure to the appreciation of the value of, as well as the application 
of, simplification and standardization by the manufacturers of automobiles. 
It has been notable that the automotive industry has been freely cooperating 
in the movement of simplification and standardization and inasmuch as it 
embraces tremendously large varieties of materials, it has been q big “fac- 


tor in the entire program. 





At a general conference here on Wednes- 
day of last week, producers, distributers 
and users of machine and carriage bolts 
adopted a program of packaging which 
calls for 18 standard size containers. It 
was brought out in the conference that 
by adopting standard size packaging of 
the nuts and bolts, many economies of 
physical nature would result, not only to 
the magiiifatturers, but also from the 
warehousing of these products. A stand- 
ing committee of the industry was ap- 
pointed at the conference to study results 
of the program and make a report at the 
end of the year on any changes or modi- 
fications needed to make the program more 
effective for the industry. The conference 
was attended by representatives of manu- 
facturers, distributers and users. 

On March 19 the National Committee 
on Metals Utilization was in charge of 
a conference which adopted the current 
intermediate grade of the American Soci- 
ety for Testing Materials as the single 
standard of billet stock reinforcing steel. 
It was stated that a survey by the Com- 
mittee in Charge of Standardization 
showed demand from consumers was 
divided as follows: 55 per cent for the 
intermediate grade, 35 per cent for the 
structural grade and 10 per cent for the 
hard grade. M. C. Shannon, of the Gulf 
States Steel Co., Birmingham, Ala., said 
that 95 per cent of the demand coming 
to his company is for the structural grade, 
and that adoption of the intermediate 
grade as the single standard would in- 
crease costs, though he added that he could 
agree to the intermediate grade as stand- 
ard if .he limits were extended. It was 
explained that the new program will go 
into effect only after present stocks are 
cleared and also without making it neces- 
sary to withdraw other specifications. The 
point, it was explained by W. Chattin 
Wetherhill, director of the National Com- 
mittee on Metals Utilization, who pre- 
sided, was to concentrate attention upon 





the single grade with a view to the grad- 
ual disappearance of the other grades. 

About the middle of April, it is ex- 
pected, a general conference will be held 
to consider adoption of recommendations 
covering a standard table on nomencla- 
ture and standard lists of types and sizes 
of solid’ steel sash. The Committee on 
Standardization recently reported its find- 
ings to the National Committee. 





So-called lobbyists, whoever they may 
be, will not be permitted to break in on 
the conference of tax experts to be held 
at the Capitol on April 11, according to 
an announcement made by Representative 
Green of Iowa, chairman of the Commit- 
tee on Ways and Means. The conference 
will discuss ways to make administration 
of the internal revenue law simpler and 
to stop loopholes for dodging taxes, it was 
stated. When Mr. Green issued invita- 
tions to a number of prominent authorities 
on taxes, it was explained that his office 
was besieged by “lobbyists” for “the in- 
terests”’ who want taxes cut. The work 
of the conference will be entirely advisory. 
Mr. Green will present suggestions to the 
committee when it meets next winter. 
The so-called “lobbyists” will have their 
day before the committee when it meets 
to consider the tax reduction program. 
The business man who is burdened with 
taxes need not worry, it was pointed out, 
by the free use of the term “lobbyist.” 
Being one who provides his share, and 
often more than his share, to the conduct 
of the American government by a legiti- 
mate business, he will be foolish if he 
stays away from the committee. It is his 
right and privilege to go before it and 
say plainly what he wants. 





Reports to the Department of Com- 
merce show actual bookings of structural 
steel by 189 firms in February of the 








present year totaled 188,822 tons, or 69 
per cent of capacity. The computed ton- 
nage for 220 identical firms amounted to 
219,420 tons, a sharp increase over the 
171,720 tons for January. Shipments in 
February were 181,260 tons as against 
174,900 in January. Bookings of fabri- 
cated steel plate in February totaled 5/7,- 
060 tons, being at the rate of 76 per cent 
of capacity, according to reports from 45 
establishments. January bookings were 
only 34,068 tons, or 46 per cent of capacity. 
Production of malleable castings in Feb- 
ruary amounted to 62,761 tons against 
50,785 tons in January, according to re- 
ports from 134 plants, four of which, with 
an aggregate monthly capacity of 3700 
tons, were not in operation in February. 
Orders for malleable castings in Febru- 
ary totaled 57,320 tons compared with 49,- 
776 tons in January. Shipments in Feb- 
ruary were 53,897 tons against 48,174 tons 
in January. February production was the 
largest since last April, and shipments the 
greatest since September. ‘ 





As a means of determining with some 
degree of accuracy what the country will 
need in the way of commodities and manu- 
factured supplies of all kinds, the Depart- 
ment of Demestic Distribution of the 
Chamber of Commerce cf the United 
States has set itself to the task of~-finding 
what business figures.will serve the pur- 
pose of a business barometer. Hand-to- 
mouth buying, keeping only a pace ahead 
of the actual popular needs, has trans- 
ferred the burden of preparing for the 
future from the merchant to the manu- 
facturer, the Chamber points out. The re- 
tailer buys less and the multiple ware- 
houses, represented by his stock rooms and 
display shelves, are no longer overcrowded. 
His reserve stocks the jobber may carry, 
but jobbers’ warehouses are no longer 
bulging. The manufacturer protests that 
he cannot regulate his production and ad- 
just it to this uncertain demand. He can- 
not, it is pointed out, manufacture a steady 
flow of goods without assured outlets to 
relieve his stock rooms. 

“He is groping pretty much in the dark 
because he has only vague information 
concerning the number of wholesale and 
retail establishments, the amount of sales 
—in brief, what the public needs and how 
rapidly its needs are being supplied,” says 
the Chamber. 

“What business figures are necessary to 
present an adequate picture of trade at 
given intervals is the question which the 
National Chamber has taken up with a 
view to determining when bad business 
weather is brewing and it is advisable for 
the manufacturer to reef his sails or to 
put out more canvas to keep pace with 
public demand.” 
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General Market News 
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Improving Activity in Spring 
Lines—Staple Lines More in 


Demand—Prices Remain Firm 


NUSUALLY favorable weather conditions have stimulated the 
hardware business to a certain extent, although business in 
some sections remains very spotty, according to reports from the 


various hardware market centers. 


As a whole, retailers’ stocks are 


low, and with the early advent of spring there has been a satisfying 
volume of orders for all kinds of spring and summer merchandise, 
with requests for immediate deliveries. 

Farmers in southern Illinois and Missouri and parts of Iowa 
have already started seeding of small grains, and farm work in 
the agricultural sections of the country is apparently progressing 


rapidly. 


Staples of all kinds appear to be more in demand, as are also 
items in the builders’ hardware line. Prices on the latter are firm, 
but some substantial advances are anticipated within a few weeks. 
Collections and credits seem to be normally good throughout the 


country. 





Activity Continues in Pitts- 
burgh Steel Market 


The steel market in the Pittsburgh terri- 
tory is holding its recent rate of activity. 
While here and there is some evidence that 
the impending coal strike is causing buy- 
ers to make preparations in the way of a 
little extra stock, the general demand is 
not expanding. If there has been any ma- 
terial change in the rate of plant opera- 
tions in the past week, it has been upward, 
but this may be ascribed to a desire to 
have either pig iron or semi-finished steel 
in reserve in the event that the coal strike 
assumes the serious aspects that are feared 
in some quarters. 

While a steady increase is noted in the 
demand for steel from the automotive in- 
dustry, the oil and gas industry is buying 
tankage and line pipe freely. Business in 
casing and other kinds of well pipe is 
affected by the oversupply of oil, and there 
seems to be more conservatism among the 
railroads in the matter of steel purchases 
than was the case at the opening of the 
year. The apparent satisfaction over the 
demand from the automotive industry is 
tempered by the fact that two of the 
largest users of steel in that business are 
running so low that the total of the or- 
ders is below what it might be. 

There is no occasion to change prices, 
and, broadly, they are no stronger than 
they have been. Competition for black 
sheet orders is still sharp at the expense 
of prices, and steadiness in blue annealed 
sheets at 2.20c. may possibly be due to the 
fact that at that price they are much 
cheaper than light plates, figuring the lat- 
ter at 1.90c., base. Ordinary tonnages of 





bars still bring 1.90c. in the Pittsburgh 
district, but in central Ohio, local mills are 
encountering 1.80c., Cleveland, and 1.90c. 
is not easily obtained in the East. 

Stiff advances have been made in new 
price lists and extras announced March 2] 
by leading producers of rivets. A few 
small sizes will be cheaper than they were, 
but the cost to consumers has been in- 
creased by $1 to $12 per ton in other 
Sizes. 


Slight Decline Noted in 
Northwest Territory 


Business in the Northwest tributary to 
the Twin Cities has been showing signs 
of sluggishness for the past week, due to 
road conditions in the country, and the 
fact that it is still too early to expect 
much spring business. General storms 
and bad roads kept the people in the rural 
communities at home. 

Stocks are being filled for the spring 
and summer business. The tendency seems 
to be to lie low until such time as spring 
trade is noted. 

Prices are steady and firm. Little 
change is being made in prices in general. 





Builders Hardware Prices 
Increase in Chicago 


Chicago jobbers report prices are abso 
lutely without change this week, although 
there is a growing tone of firmness. 
Manufacturers of builders’ hardware have 
apparently stopped their price war and 
have announced an advance averaging 
about 25 per cent on various items. 





Trade Improvement Noted in 
Northwest Territory 


Some building operations have been 
started in all parts of the Northwest trib- 
utary to the Twin Cities. Dealers’ stocks 
reflect this activity, as they are being filled 
gradually to meet the call for materials. 

Trade in general is still sluggish, due 
greatly to the road conditions in all parts 
of the territory. Roads are almost im- 
passable off the pavements. 

Prices are steady, showing no changes 
since a week ago. 

Collections are fair, with little induce- 
ment to change under present business con- 
ditions. 


Plate Glass Industry 
More Active 


With the advent of warmer weather 
the plate-glass industry seems to be moving 
forward in a more satisfactory way than 
is the window glass business. There are 
some obvious reasons why the plate mar- 
ket is becoming more active. First in im- 
portance is the way in which automobile 
manufacturing plants are operating and the 
fair volume of glass required in that in- 
dustry; then the jobbing trade is buying 
in moderate amounts. 

The mirror manufacturing industry 1s 
reported to be rather quiet. Production 
of plate glass continues about equal to 
the February basis. This means that it 
is considerably below the capacity of the 
works. At that orders placed with manu- 
facturers do not equal in amount the fac- 
tory output. 

Many jobbers are reported as having 
taken advantage of the guarantees placed 
in effect against the window glass manu- 
facturers’ own individual decline in dis- 
counts on al] orders accepted prior to 
March 17, but covering shipments any 
time up to June 15. 

Other branches of the flat glass indus- 
try are moving along with conditions un- 
changed. The outlook for these particu- 
lar lines is favorable owing to the large 
number of office and other public struc- 
tures being erected in leading cities in 
almost all parts of the country. 





Prices Continue Firm in 
Chicago District 


Hardware prices in the Chicago terri- 
tory are taking on a much firmer tone 
as the’ very favorable weather conditions 
stimulate sales. The only actual price 
change, however, is a 7-cent advance on 
turpentine. 
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Spring Weather Is Stimulating Hardware 
Sales—Chicago Prices Are Firmer 


(Chicago office of HARDWARE AGB) 


NUSUALLY favorable weather conditions have stimulated 
the hardware trade to considerable extent, and while business 


is still very spotted, it is showing a steady betterment. 


Re- 


tailers’ stocks are low, and with the early start of spring business 
there has been a good volume of orders for all kinds of spring and 
summer merchandise for immediate shipment. 

Farm work in the agricultural sections is getting under way 
very nicely, and the seeding of small grains has started in southern 
Illinois, Missouri and southern Iowa. 

Building operations continue to be very active, permits for the 
first half of March running approximately 40 per cent ahead of the 


same period last year. 


Materials of all kinds are in heavy demand, 


as is builders’ hardware. Prices on this latter item are very firm, 
and substantial advances are to be anticipated, although the jobbers 
have not as yet raised their prices to correspond with the last manu- 


facturers’ advance. 


The Illinois state employment department reports a gain in em- 


ployment conditions, with a continued improvement in sight. 


The 


largest gain has been in the iron and steel plants of the state. 
Money is easy and collections are fairly good. 





AUTOMOBILE ACCESSORIES.—Due | 
to spring-like weather, the demand is | 


showing a daily improvement. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Spark Plugs.—Splitdorf, for Fords, 
50c. each; regular, 58c. each; Cham- 
pion X, 45¢. each; Champion Blue 
30x line, 53c. each: A. C. 53c. each; 
lots of 100, 50c.; A. C. Special Ford, 
36c. each. 

_ Light. — Appleton, No. 3280, 
6.5 
ase, —Non-skid, dozen pair lots, 
35 per cent discount. 
Jacks.—National Standard, No. 21, 
$1.30 each. 

Pumps. — Rose, 14, in. «> linder, 
$1.85. 
Tires and Tubes.—-30 x 3% oversize 
cord tires, $8.75 each: regular cove 
$6.60 each; gray inner tubes, 30 x 3% 
$1.30 each: red inner tubes, 30 x 31, 
$1.50 each. 


BASEBALL GOODS.—Sales are very | 


good with dealers getting their stocks 
ready for the spring of the season. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: Goldsmith Official 
League Balls, $15 dozen; Special 
Official league balls, $8. 990 dozen; 
Slugger bats, $16.20 dozen. 
BOLTS AND NUTS.—tThe new dis- 
counts are not yet definitely announced 
but are expected to be about 60 per 
cent from the new lists. Nuts are 
to be sold by the 100 instead of by 


the pound. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Carriage bolts, cut 
thread, 45-5 per cent discount: small 
carriage bolts, rolled thread, 50-5 per 

eent discount: machine bolts, cut 
thread, 50-5 per cent discount; small 
rmachine bolts, rolled thread, 50-10-5 
yer cent discount; all stove bolts, 
75-5 per cent discount; lag screws, 
60 per cent discount. 
BUILDERS’ HARDWARE. — Jobbers 
have not yet advanced lock set prices 
following the manufacturers advances. 
Another advance on butts is antici- 


pated. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: 3% x 3% steel butts, 


| 


| 
rin 





old copper and dull brass finish, $1.80 
per dozen pair; 4 x 4 steel butts, old 
copper and dull brass finish, $2.62 
per dozen pair; heavy steel bevel in- 
side sets, $4.60 per dozen sets; steel 
bit-keyed front door sets, $1.35 per 
set; wrought brass bit-keved front 
door sets, $2.40 per set; cylinder 
front door sets, $5.50 per set. 


CHAIN.—The demand is showing a 


We quote from _ jobbers’ stocks. 
f.o.b. Chicago: % inch proof coil 
chains, $8.50 per 100 lb. Henso Bull 
Dog and Brown coil chains, 50-10 per 
cent discount. No. 00-4% electric 
welded cow ties, $2.75 per dozen. 


COPPER RIVETS AND BURRS.— 


| steady improvement and prices are re- 
gaining firmness. 








Sales are improving as the season ad- | 


Prices are unchanged. 


vances. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: Copper rivets and 
burrs, 40-5 per cent discount. 


EAVES TROUGH, PIPE, ETC.— 
Orders are being placed in an increas- 
ing volume. Prices are firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 28 gage | single bead 
lap joint gutter, 5-in., $4.50 per 100 
ft.; corrugated conductor pipe, 3-in., 
$4.80 per 100 ft.: plain ridge roll. 
1%-in., $3.65 per 100 ft.; corrugated 
conductor elbows, 3-in., $1, a1 doz. 


ELECTRICAL MERCHANDISE.—No 
price changes. Sales are better. 


We quote from jobbers’ stocks, 

f.o.b. Chicago: 

Electrical Merchandise. — No. 14 
rubber covered wire, $6.50 per 1000 
ft.; in 1000 ft. lots, $6.00: No. 18 
lamp cords, $14.25 per 1000 ft.; in 1000 


ft. lots, $13. 65; sockets, 15%c.: 1, -in. 
brush brass key sockets, 15léc. each; 
two-way plugs, 45c. each: in lots 
of 10, 40c. each; two-piece attach- 
ment plugs, 7%c. each; dry cells, 
boxes of 50, 32%4c. each; less than 
case lots, 36c. each. 

Radio Supplies.—Radio B batteries, 
No. 766, $1.40 each; No. 766, packages 
of 10, $1.30; No. 767, $2.62 each: No. 
767, packages of 5, $2.44 each; No. 
70, $3.40 each; No. 770, packages of 
. $3.17: No. 772, $3.62 each: No. 486, 
$3. 58 each; No. 486, packages of 5, 
$3.33. 





Battery Chargers.—Apco line, lots 


of less than 10, $13.50 each. 


Loud Speakers.—Western Electric 
No. 522 W, $2.50 list. Discount, 30 
per cent. 


FIELD FENCE.—Prices are firm and 
sales very active. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: otal 6-12%, $28.68 per 
100 rods; 1948-6-141%4, $43.62 per 100 
rods; 2158-6-14%, $48.98 per 100 rods. 


FILES.—There is a good demand at 
the recently announced new discount. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: American files, . 60-10 
per cent off list; Nicholson files, 50 
per cent off list; Black diamond files, 
50 per cent off list, 


FISHING TACKLE.—With the open- 
ing of fishing season drawing nearer, 
dealers are stocking up and orders are 
being placed in good volume. 


We quote from jobbers’ 
f.o.b. Chicago: Bronson No. 100 
each; Chicago level windin 
$2. and each; Symploreel No. 75 
eac 


GALVANIZED WARE.—Milk can 
manufacturers announce an advance of 
about 10 cents each on cans. The 
rather warm and dry weather so far 
this season has stimulated a brisk de- 


stocks, 
0, $2.25 
reel, 

, $4.90 


mand for galvanized water pots. 


from jobbers’ stocks, 


We quote 
Standard galvanized 
No. 


f.o.b. Chicago: 
after-made tubs, No. l, 

$6.85; No. 3, $8; 10 qt., Rn 
after-made pails, $2.12; 12 qt., $2.33; 
14 qt., $2.60. One gal., all galvan- 
ized oil cans, $2.35 doz.; 2 gal., $4 
doz.; 3 gal., $6 doz.; 5 gal., $6.75 doz., 
1 bu. galvanized baskets, $6.20 doz.; 
No. 20456 bu. bailed galvanized meas- 
ures 


GARDEN HOSE AND LAWN SPRIN- 


KLERS.—There is a normal seasonal 
demand and prices are firm. 


We quote from jobbers’ stock’, 
f.o.b. Chicago: Garden hose, good 
quality, molded hose, %-in., lle. per 
ft.; %-in., 124%4c. per ft.; 5 ply, good 
quality, wrapped, %-in., 8c. per ft.; 
%-in., 9%c. per ft. Lawn sprink- 
lers, ‘Rain King, $28 a doz.; original 
fountain sprinklers, $6 doz.; Rain- 
bow, 38-in. high, $24 a doz. 


GLASS AND PUTTY.—Glass sales are 
seasonably light. Putty prices advance 


somewhat. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Single strength A, 25- 
in. bracket, 87 per cent discount; 
single strength A, all other brackets. 
86 per cent discount; single strength 
B up to 25-in., 88 per cent discount: 
and balance 8&7 per cent discount: 
double strength B, all brackets, 87 
per cen:; Putty pure grade, $4.25 per 
100 Ilb.; commercial, $3.50 per 100 Ib. 


HANDLED HAMMERS AND HATCH- 
ETS.—There is a steady betterment in 
the demand and prices are stable. 


HAMMERS— 
We quote from jobbers’ stocks, 
f.o.b. Chicago: First quality, 16 oz. 


nail hammers, $12 a dozen; Maydole, 
$12.60 a dozen: 16 oz., machinists’ 
hammers, first quality, $9.20 dozen: 
competitive grade, 16 doz., nail ham- 
mers, $6 to $8 


HATCHETS— 


We quote from jobbers’ _ stocks, 
f.o.b. Chicago: First quality hatchets, 
No. 2 shingling, $12.50 doz.; first 
quality hatchets, No. 2 broad, $16.40 
‘floz.; medium quality hatchets, No. 2 
shingling, $8 doz.; medium quality 
hatchets, No. 2 broad, $12.50 doz. 
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Spring Lines Very Active in 
New York Wholesale Hardware — 
Market—No Price Changes 


HOLESALERS in the Metropolitan hardware market are re- 
porting a very active increase in spring garden tool and equip- 
ment business, stimulated, no doubt, by the seasonal weather which 


has been prevalent in the territory for the past few weeks. 


Each 


day salesmen’s orders are showing more and more requests for 
spring lines, and most jobbers are free to predict a spring and 
summer business of satisfying proportions. 

Although sales of staple lines continue to show a notable im- 
provement over a week ago, factors in the local market say that 
current business could and should be better. However, the increases 
from week to week in the volume of these lines seem to indicate 
that retailers’ stocks are becoming depleted, and that a more satis- 
fying condition in staple business will be experienced within the 


next few weeks. 


No price changes have been announced during the week. New 
discounts on bolts and nuts will become effective April 1, and 
jobbers are busy at this time revising their prices to conform with 
the new discount sheet being distributed to the trade by bolt and 


nut manufacturers. 
proving. 


Credits and collections are reported as im- 





Normal Demand for Wire 
Nails at $3.35 Per Keg 


Actual trading in wire nails through- 
out the Metropolitan wholesale market 
area continues at our previously pub- 
lished figure of $3.35 per keg, base. 
Jobbers report a normal demand. 





Demand Improves for 
Batteries in N. Y. 


Wholesalers in the Metropolitan area 
report an active demand for dry cells 
and batteries. Effective March 1, the 
price on dry cells No. 6, ignition type, 
within the New York trade area, which 
had hitherto been 30c, was increased 
to 32%c. 

Current prices to retailers, 
New York, are: 


Dry cells, No. 6, ignition type, 
32%c.; No. 7111, same type, 35c. each. 
B batteries, No. 767, $2.62 each; in 
units of 65, 2.44 each; No. 772 
cyortiae type) $2.62 each; in units 
of 5, $2.44 each; heavy duty vertical 
type, No. 770, $3. 40 each; in units of 
5, $3.17 each. 


f.o.b. 





Moderate Demand for Water- 
Weight Lawn Rollers 


Sales of waterweight lawn rollers in 
the Metropolitan wholesale market 
have increased appreciably during the 
past week, due, apparently, to the sea- 
sonal weather with which the district 
has been favored for some weeks. No 
changes are noted in prices and stocks 
are entirely adequate to meet the de- 
mand. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. NEW YORK: 





Waterweight lawn rollers, No. 2, 
$9 each; No. 4, $10.70 each; No. 5, 
$13.35 each; No. 7, $15.35 each; No. 
9, $17.35 each. 





Steady Call for Lawn Fence 
Continues in N. Y. 


New York wholesalers report a very 
steady and active business in lawn 
fence and ornamental gates through- 
out the Metropolitan trading area. 
Future datings on orders for items in 
this line have been discontinued and 
retailers are placing sizable orders for 
immediate delivery. Ample stocks are 
on hand and prices, as, quoted, are 
unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 


Flower Bed Guards.—16 in., $8.18 
oy] roll; 22 in., $9.66 per roll. (165 
a 

Lawn Fence.—Single, 36 in., $11.88 
per roll; 48 in., 


42 in., wer 37 09 roll; 

$14.85 per roll. (165 ft. 
Lawn Fence.—(Double, 36 in., $16.34 

per roll; 42 in., $17.82 per roll, 48 in., 

$20.80 per roll. (165 ft.) 
Ornamental Gates.— 


Single Opening Each Net 

36 in. 3 ft. $3.00 

42 in. 3 ft. 3.12 

48 in. 3 ft. 3.24 

36 in. 3% ft. 3.12 

42 in. 31% ft. 3.24 

48 in. 3% ft. 3.40 
Double Opening Each Net 

36 in. 8 ft. 6.95 

42 in. 8 ft. 7.10 

48 in. 8 ft, 7.20 

36 in. 10 ft. 8.15 

42 in. 10 ft. 8.30 

48 in. 10 ft. 8.40 





Seasonal Activity in Wire 
Cloth Continues 


Jobbers in the New York wholesale 
market are experiencing a very brisk 
demand for wire cloth and poultry net- 








March 31, 1927 


ting. Most factors in the trade have 
discontinued future datings on orders. 
Stocks appear to be adequate, but 
prices continue to show slight fluctua- 
tions. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0O.B. NEW YORK: 

Wire Cloth.—Black, 12 mesh, $1.80 
to $1.85 per 100 sq. ft.: galvanized, 14 
mesh, $2.45 per 100 sq. ft.; copper, 
14 mesh, $4.80 to $4.90 per 100 sq. ft. 
16 mesh, $5.30 per 100 sq. ft.; golden 
bronze, 14 mesh, $5.35 to $5.40 per 
100 sq. ft.; 16 mesh, $5.80 to $5.85 
per 100 sq. 'ft.: dark bronze, 14 mesh, 
$5.50 to $5.55 per 100 sq. ft.; 16 mesh, 
$5.95 to $6 per 100 sq. ft. 

Poultry Netting.—From store, 50 
and 5 off list of Sept. 19, 1926; from 
factory, 57% off same list. 





Very Active Demand for 
Spring Garden Equipment 


An increasing demand for spring 
garden tools and equipment continues 
throughout the Metropolitan wholesale 
hardware area. Jobbers report many 
crders requesting immediate deliveries. 
Warm weather the past few weeks has 
stimulated this line of business. Stocks 
are adequate and prices are unchanged. 


JOBBERS'’ a agit? hs pee Mg RE.- 
TAILERS, F.O.B. 


Garden Hoes 


Black finish, 7 in, steel blade, solid 
Shank, 4% ft. ash handle, 49c. each. 
Same with 6 in. blade bronze finish, 


80l%c. each; and with 7 in. blade, 
bronze finish, 81%c. each. 
Ladies’ garden hoes, 5 in. forged 


—— ~~ 9 solid shank, 4 ft. handle, 
c. eac 

Dae con hoes, forged steel blade, 19 
gage, polished and bronze socket 
shank, 4% ft. handle, 91%c. each. 

Nursery hoes, forged steel blade, 
polished and bronzed, solid shank, 
4% ft. handle (ash), 7 in. blade, 80c. 
each. 

Onion hoe, square top, polished 
forged steel blade, 7 x 1% in. bronze 


finish, 4% ft. handle, 80c. to 88c. 
each. 

Garden hoes are packed 12 in a 
bundle. 


Warren type hoes, 95c. to $1.13 
each. Scuffle type hoes, 89c. each? 


Mortar Hoes 


Polished ee steel blade, bronze 
finish, solid shank, 6 ft. ash handle, 
9 in. blade, $1.15 each. Same with 
2 holes and 10 in, polished steel 
blade, $1.15 each. 

Mortar hoes are packed 12 in a 
bundle. 


Steel Rakes 


Light weight, black finish, ash 
handle, 12 teeth, 45\4%4c. each; with 14 
teeth, 50c, each; with 16 teeth, 5414¢c. 


each. 

Medium bronze (finish, straight 
teeth, 5% ft. ash handle, 12 teeth, 
75%c. each; 14 teeth, polished, 82c. 
each; 16 teeth, 86%4c. each. 

Steel bow rakes, curved teeth, pol- 
ished bronze head, 5% ft. ash handle, 
16 teeth, $1.07% each; with 14 teeth, 
$1 each. 

Rakes packed 6 in a bundle. 


Cultivators 


adjustable 3 
malleable iron 
ash han- 


Floral cultivator, 
forged steel prongs, 
socket, enamel finish, 4 ft., 
dles, 59c. each; same with 5 forged 
steel adjustable prongs and 4% ft. 
ash handle, 84%4c. each. 

Packed 6 in a bundle. 


Potato Hooks 

Solid steel, goose neck, black and 
gold finish, 4% ft. handle, 5 round 
tines, $1.01 each. Same, with bent 
head, polished and bronze finish, 4 
angular back tines, 94%c. each. 
These are packed 12 in a buhdle. 
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New England Hardware Sales Still 
on Increase but Gain Is Small 


the gain as compared with a week ago is small. 


(Boston office of HARDWARE AGE) 


That state- 


Ne ENGLAND hardware sales are still on the increase, but 


ment applies to the retail as well as the wholesale trade. 
Following a period of exceptionally warm weather for March, which 
made people think of the many things to be accomplished about the 
home, lawn, garden, etc., and created a better demand for hardware, 


there was a cool spell. 


The glass fell to within striking distance of 


the zero mark and additional snows were experienced in New Hamp- 


shire, Vermont and Maine. 
chandise dropped off noticeably. 


Public interest in hardware store mer- 


During the past few days, how- 


ever, business has been much more satisfactory. Credits remain 
more or less in the frozen stage, consequently hardware jobbers say 
collections are just as slow as they were a week ago. 

Some items carried by the hardware trade are more active than 


others. 


For instance, there is an excellent demand for fountains, 


feed holders and similar small poultry supplies, while jobbers report 
sales of brooders this season fully 50 per cent ahead of those last 
season. Automobile tires also are going big just now because a lot 
of people are of the opinion that higher prices are within the mak- 
ing. Baseball goods, tree pruners and other individual items are 


selling very well. 


Yet the average order placed with jobbers is con- 


servative, not only as regard variety of merchandise, quantity and 
quality, but the disposition to cover more than current requirements 


apparently is as remote as noted a month ago. 


Jobbers are keeping 


stocks in good condition so that orders can be filled promptly and 
hardware manufacturers are supplying jobber’s needs on schedule. 
Only in a few instances have jobbers been obliged to back order 


merchandise. 


BELT LACER.—A new belt lacer has 
been placed on this market that is of 
interest to the mill supply trade. 


We quote from Boston jobbers’ 
stocks: 

Belt Lacers.—Trojan, No. $11 
list; discount 10 per cent. Stand. $12 
each list extra; discount 10 per cent. 


BOUQUET HOLDERS.—Although it is, 
perhaps, a little early in the season, 
some retail dealers are laying in stocks 
of bouquet holders for Memorial Day 
requirements and for public demands 
that will come before that day. The 
cost of glass and iron holders is the 
same as last year, but tin ones cost 
$1.25 per doz. net, as against $1.40 a 
year ago. 


We quote from Boston jobbers’ 
stocks: 

Bouquet Holders. —Glass, No. 14, 
60c. each net; iron, tulip, No. 2, 
35c. each net; tin, No, 22, $1.25 per 
doz. net. 


CARDS.—Some retail firms are show- 
ing interest in cattle cards, particularly 
those doing business in Maine. 

We quote from Boston jobbers’ 


stocks 
Cards.—Cattle, No. 04, 2 doz. to 
- No. 4, 2 doz. 


case, $1.73 per doz. net 
to case, $2.9 File cards, $1. 50 per 
doz. net. 


DOG COLLARS.—There is a sustained 
active demand for dog collars, leads, 
muzzles and other accessories, presum- 
ably because so many New England 
towns and cities are still placing restric- 
tions on the freedom of dogs on the 
streets. Retail sales in those munici- 








palities where restrictions exist have 
sold more of this merchandise so far 
in 1927 than they did in the whole of 
1926. 

DOOR MATS.—A sizable movement of 
door mats out of jobbers’ stocks is re- 
ported. Spring having officially opened, 
we can consider ourselves in the mud 
period of 1927, consequently there 
should be a good market for mats for 
some weeks. 

We quote from Boston jobbers’ 


stocks: 
Door Mats.—Cocoa, .% 1, 14 x 25- 
in., >> each net; No, 16 x 27-in., 


75¢.; No. 3, 18 x 30-in., “41. 
FENCING.—Sales of fencing the past 
week were larger than for any previous 
similar period this year. Interest has 
been stimulated by more seasonable 
weather conditions. 


Ba quote from Boston jobbers’ 
stoc 

Fencing -—Plain, factory shipments, 
in car lots, $3.30 per cwt.; in less than 
car lots, $3. 55. Smooth, galvanized, 
sizes No. 6 to No. 9, in car lots, oe 
per cwt.; in less than car lots, $3.45. 
From store, $4.15. 


FLOWER BOXES.—Flower boxes are 
beginning to engage the attention of 
the retail trade. Jobbers take it for 
granted sales will increase each week 
hereafter, as retail stocks, generally 
speaking, are said to be small. 


ha quote from Boston jobbers’ 


stoc 
Flower Boxes. — Galvanized steel, 
water tight, painted dark green; 24- 





in., $10.60 per doz. net; 30-in., $13.90; 
36-in., $20.90. 


GARDEN SETS.—While hardly active, 
there is more life in the garden set 
market than noted in some time. The 
average current order calls for a good 
assortment of sets. 


beet quote from Boston 
stoc 

Gavdes Sets.—No. 112, child’s, three 
tools, $1.50 per doz. net; No. BBT, 
$2.14: No 54; 


jobbers’ 


No. HF, four 


pieces, $9; No. FSX, three pieces, 
15. 83, three tools, $6; No 
1842, $1. 20: No. 860, $2; No. 867, $4: 
No. 870, $6. 


GARDEN TOOLS.—It is quite evident, 
judging from the improvement in the 
movement out of jobbers’ stocks, that 
retailers are having a call for trowels 
and other garden tools. Sales of trowels 
are particularly gratifying. 
We quote from’ Boston 
stocks: 

Garden Tools.—Trowels, No. 214, 6- 
~ $2.25 per doz. net; No. 6X, 6-in., 
32; No. 85, 85c.; No. 120, $1.50; No. 
it, $2.50. Forks, No. 300, $3.50; No. 

0, $1.75. Weeders, $2. 


LAWN ACCESSORIES.—Jobbers re- 
port quite a little buying of rubber 
hose for future delivery. Although a 
little early for most lawn accessories, 
the recent warmer days created a more 
encouraging demand for things, and 
sales since Jan. 1 are ahead of those 
for the corresponding time last year. 
It is said the average retail stock of 
lawn accessories, including hose, sprin- 
klers, couplings, lawn mowers and 
trimmers are down to sufficiently nar- 
row limits to practically assure jobbers 
a good business when weather condi- 
tions become a little more settled. 


aaa quote from Boston jobbers’ 
stoc 

Hose. —Commercial, 56-in., 7%c. 
per ft. net; Leader; %-in., 7% C.. 5g - 
in., 8%4c.; Viokson, 5,-in., "10e.: . Vigi- 


jobbers’ 


lant, 54-in., 10%c.; Olympia, 5%-in., 
* 10c.; Good Luck: 56-in., 10c.; Mil Pies 
in., 11%4¢c.; Bull Dog, %-in., Cc. 


Add. %c. per foot for 25° ft. lengths. 

Couplings.—Hose, Perfect Clinch- 
ing, $2.25 per doz. net. Hose men- 
ders, $8.40 per gross. 

Lawn Mowers.—Mast, Foos Co. line, 
Sky Pilot, 12-in., $4.80 each net; 14- 
in., $5.10; 16- a $5. fs 18-in., $5.70. 
Overland, 14 -in., $6.55; 16-in., $6.90; 
18-in., $7. 20. Gilt Edge, 14-in., $7.20; 
16-in., $7. - = in., $7.80. Peerless, 
14-in., $8; $8.30; 18-in., .60. 
Gold Me dal, i4- in. - 55; 16-in. —  C- 
18-in., $10. 50. Standard, 14-in., $10.45: 
16-in., 10.95; 18-in., $11.40; 20-in., $12. 
Duplex, 16-in., $13.35; 18-in., $14; 20- 

$14.75. 


in., 
Lawn Mowers. — Colonial, 16-in., 
$8.25 each net: New- 


18-in., $8.63. 
port, 16-in., $7.75; 18-in., $8.13. Im- 
perial, 14- in., $14: 16-in., $15; 18-in., 
16; 20-in., $17. Competitive makes, 
14-in., $5.50; 16-in., $5.75 


Mowers. — Towsend line, 


18-in. ba 
12-in., 
0: 18-in., 


4- 16-in., $8.14; 
18- d $8.88; 20- in., 9.62. 
Lawn Trimmers. — Popular makes, 
$15 each list. Discount, 50 per cent. 
Factory Shipment.—On direct fac- 
tory shipments up to 30c. freight on 
ten or more machines is allowed. 
Lawn Roller.—Water Weighted, 18 
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long, $13. 34 each 
24 in. long, 


in. diameter x 24 in. 
net; 24 in. diameter x 
$15.34. 


Sprinklers.—Lawn fountain, $6 per 
doz. net; fountain, half circle, $5.50. 
Rain King, $2.34 each net. 


PAINTS AND SUPPLIES.—Many re- 
tail dealers are ordering in supplies of 
paints and are specifying small con- 
tainers more freely than large. The 
supposition is that stocks of large con- 
tainers were carried over into 1927. 
Savogran is more active than hereto- 
fore, owing to a special deal that is on 
which runs to the middle of April. Job- 
bers will furnish full details and cou- 
pons. 


We quote from Boston jobbers’ 
stocks: 

Teed mixed paints, per gallon, 
ne 

iets Colors. —Gallon containers, 
$3.10; %-gal., $3.25; %-in., $3.40: 
pints, $3.70 14 -pts., $4 30. 
Outside White.—Gallon contamers. 

0; 


$3.30; %%-gal., $3.45; %4-gal 
pints, $3.90; 16 - -pts., "$4. 50. 

Inside "hite. — Gallon containers, 
$3.30; Y%-gal., $3.45; %-gal., $3.60: 
pints, $3.90; 4 -pts., $4.50, 

Dark Green. — Gallon rr: 
$3.55; %-gal., $3.70; %-gal., $3.8 
pints, $4.15; 1%4-pts., $4.75. 


Permanent Green. —Gallion contain- 
ers, $3.55; %-gal., $3.70; a -gal., $3.85; 
pints, $4. 15; 1% - -pts., $4.75 

Vermilion. —Gallon containers, $4.30, 
1%- gal. $4.45; %-gal., $4.60; pints, 
$4.9 ; % -pts., $5.50. 

nabenen, ETC.—Naturally, with 
paints, builders’ hardware and other 
things that require a preparation of 
wood for use selling in larger volume, 
there is a better call for sandpaper. 

We quote from Boston jobbers’ 
stoc ks: 

Sandpaper.—In lots of less than five 
ream, 35 per cent discount; in lots 
of five ream, 40 per cent discount. 

Emery Cloth.—In lots of less than 
five reams, 5 per cent discount; in 
lots of five reams, 10 per cent. 

Flint Paper.—Federal, in lots of 
less than half a ream, 40 per cent 
discount; in lots of half reams, 40 
and 10 per cent discount; larger lots, 

50 per cent discount. 


SASH CORD.—As intimated a week 
ago, most kinds of sash cord have been 
advanced 2c. a pound. Quotations on 
Samson cord, however, remain as here- 
tofore. 


We quote from Boston jobbers’ 
stocks 
Sash Cord.—Samson, Nos. &, 9 and 
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10, 62c. a lb.; No. 7, 68c. Acme, Nos. 

8, 9, 10 and 12, 41c.; No. 7, 42c.; No. 

g 44c. Berkeley, No. 8, 30c.; No. 7, 
c. 


SEEDS.—Retail sales of seeds the past 
week were larger than for any previous 
week since last summer. Early indica- 
tions are more people intend to have 
gardens this year than in 1926 and 1925. 
If such should prove true, 1927 will not 
only be a good year for seeds, but for 
all kinds of garden and farming tools, 
sprays, sprayers, etc. 

SK ATES.—Retail dealers in the North- 
ampton, Mass., territory have been do- 
ing a whale of a business in roller 
skates. It seems that college girls in 
that section have taken up the fad of 
skating to and from classes and about 
town. The Massachusetts automobile 
registration department has issued a 
warning to parents to keep children 
with roller skates off the streets owing 
to the fact that several kiddies have 
been killed. This warning has served 
to increase rather than diminish roller 
skate sales. 


We quote from Boston jobbers’ 
stocks: 

Skates.—Union line, men’s No. 
524%, $1.36 per pair net; No. 424%, 
$1.74; No. 924, $3.31; No. 1924%, $3.12; 
No, 1624, 89c.; No. 1624%, $1.24; No. 
$2.06. ockey and figure, No. 
Ox3, $2.69. ee hockey, No. 
$1; No. 7, $1.6 Ladies’, No. 
.: No. 5624, SL 17; No. 562414, 
No. 5724%, $1.92: No. 5924%, 
No. 524%, $1.62. Children’s bob 
skates, 45c. 

Roller Skates.—Union line, No. 2, 
70c. net per cat No. 3, 75c.; No. 
10, $1.10; No. 5, $1.45. 


SPRAYS AND SPRAYERS.—Greater 
activity is noted in sprays and spray- 
ers by the jobbing houses. Prices re- 
main as heretofore. 


TOOL BOXES.—An improvement is re- 
ported in the demand for tool boxes. To 
be sure business is not brisk, but it is 
sufficiently better to warrant attention. 


We quote from Boston jobbers’ 
stocks: 
Tool 
ered, No. 
No. N219, 19-in., $4; No. 
we 20; . N225, 25-in., 
Zinc Covered —No. Z216, ee 
$5.80 each list: No. Z219, 19- in. , $6.1 
No. Z222, 22- in., $6.50; No. 2.225, 4 
in., $7.10. 


Boxes.—Union line, not cov- 
N216, 16-in., $3.90 each list; 
a 22-in., 
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Steel Top.—No. 2014, 14-in., _ $4. 75 
each list; No. 2016, 16-in., No. 
2019, 19-in., $5.25; No. 2022, 32. in., 

All Steel.—No. 3014, 14-in., $4.50 


each list; No. 3016, 16-in., $4.75; No. 
3019, 19-in., $5; No. 3022, 22-in., $5. 25. 
Above prices apply to boxes without 
trays. For boxes with one and two 
trays there is an extra charge. Dis- 
count on less than crate lots, 30 per 
cent; on crate lots, 33% per cent. 


VACUUM CLEANERS.—Retailers are 
taking vacuum cleaners in larger num- 
bers than heretofore. This is the time 
of the year for the retail dealer to 
make money on this class of merchan- 
dise if he intends to. 

We quote from Boston jobbers’ 
stocks: 

Vacuum Cleaners.—Universal elec- 
tric, complete with attachments, No. 
E7 201, $35 each net; in lots of three, 
$33. 15. each; in lots of 12, $32.50 each. 
Bee Vac, without attachments, in lots 
of three, model G10, $20.10 each net; 
B30, $23.65. Attachments, $3.50 per 
set. 

WATERING POTS.—Certain of those 
retail dealers needing watering pots 
have placed orders with jobbers. Others 
are doing so every day. The general 
public will demand this class of stock 
in goodly numbers before the close of 
another two weeks. 

We quote from Boston jobbers’ 
stocks: 

Watering Pots.—Galvanized, 
$6 per doz. net: 6-qt., $6 
$7.50; 10-qt., $8.75; 12-qt., 
qt., $12. 

WIRE CLOTH.—Jobbers’ sales of wire 
cloth have been larger of late, pre- 
sumably because of recent warmer 


4-qt., 
6.80; 8-qt., 
$10. 40; 16- 


days. 
We quote from’ Boston jobbers’ 
stocks: 
Wire Cloth.—From store, per 100 


sq. ft., golden bronze, 14 mesh, 
$4.75; 16 mau. $6.10; copper, 14 mesh, 


$5.25: 16 mesh, $5. 50; black, 12 mesh, 
$1.90; 14 mesh, $2.30; dull galvanized, 
14 mesh, $2.65. 

Direct shipments, f.o.b. factory, 
per 100 ft. roll. sizes 22 to 48 
in., black, 12 mesh, $1.75; 14 mesh 
$2.15; dull galvanized, 12 mesh, $2; 


14 mesh, $2.40; 16 mesh, $2.70; bright 
galvanized, 12 mesh, $2; 14 mesh, 
$2.40; 16 mesh, $2.70. Bronze, bright 
and dull finish, 14 yoomh, $5; 16 mesh, 
$5.35; 18 mesh, $5.75. Copper, bright 
and dull finish, 14 mesh, $4.50; 16 
mesh, .75; 18 ‘mesh, 

Extras. —Sizes 18 to 20 in., 5c, per 
100 ft. Wider than 48 in., 95e., 





Athletes Turning Southward 


REAT and ever greater seems to be the winter and 
spring migration of athletic and baseball clubs and 
individuals to the South for indulgence in sport during 
the cold period in the North, and for training for sum- 


mer activities in other sections. 
George E. King, Jr., 
Co., Auburndale, Fla., 


city this month. This, 
small honor for that town, 


of the Auburndale Hardware 
tells us that the Baltimore team 
of the International Baseball League is training in that 
in baseball circles, is deemed no 
as the Baltimore Orioles 
are the direct successors of the famous Orioles of days 
gone by who won championships in their game and 
graduated to the world of athletics and arts and letters. 

Apparently “Jack” Dunn, manager of the Baltimore 


Clearwater. 


Orioles, is as good a judge of climate as he is of south- 


paws and batters. 


surrounded by crystal lakes. 


For the little town of Auburndale 
is blessed with a balmy atmosphere, is midway between 
the Atlantic Ocean and the Gulf of Mexico, and is fairly 


Reading matter continued on page 54 





Other southern cities seem to be equally attractive to 
discriminating athletes, for, as we understand it, no less 
than a dozen baseball clubs will do their spring training 
in Florida, and an equal number of others will “condi- 
tion” in other parts of the South. 
Boston Braves are going into condition at St. Peters- 
burg, while the Giants are having their workout at 
Sarasota and the Brooklyn Dodgers are sojourning at 


The Yankees and 


Add to these hundreds of baseball players the thou- 
sands of golfers, tennis players and other professional 
and amateur sportsmen and sportswomen who annually 
turn to the South, and it will be seen that the attractions 
of that section are without rival in the athletic mind. 


If there is any greater pest than a woodpecker in a 
telegraph office, it is a man full of cuckoo ideas in a 
Legislature or Congress. 


May his tribe decrease. 
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Value—makes customers buy—then buy 
again. Value—produces selling features 
that cannot be denied. Value—creates 
purchasers that never before existed. And 
whether it’s garden tools or wire screen 
cloth, value received for the dollar is fore- 
most in the minds of your customers. 


peak in screen cloth values. With the combined 


| Golden Rod Bronze Wire Screen Cloth is at the 
| qualities of unexcelled beauty, strength (50% 


will. 


General Sales Office: 
Old Colony Building 
Chicago, Il. 








G 


Wire Screen Cloth 


Distributed by Jobbers 


If your jobber cannot supply you, write us 
and we will give you the name of one who 


JOHN M. HART COMPANY 


Manager of Sales for 


* HANOVER WIRE CLOTH CO. 
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OLDEN 
BRONZE 








stronger than copper cloth) and resistance to 
rust and corrosion, it will last a lifetime with 
ordinary care. These outstanding features make 
Golden Rod Bronze the leader. 

If your customers have a preference for antique 
finish, we recommend ORIENTAL Antique 
Bronze. 


We also manufacture VULCAN Black Painted; 
APEX Electro-Zinc-Coated; NEPTUNE Bright 
Galvanized; COLONIAL Antique Copper; 
CRESCENT Bright Copper. 





Factory: 
Hanover, Pa. 
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Northwest Reports Prices Stationary— 
Spring Building Program Getting Started 


(Minneapolis office of HARDWARE AGE) 


in the larger cities but over the entire Northwest tributary to 


fix spring building program is getting under way, not only 


the Twin Cities. 


There is a very good amount of public and 


commercial building in progress and small home building is being 


started to some extent. 


Trade in general has not improved greatly yet, due to a great 


extent to the condition of the roads. 


During the past two weeks 


exceptionally warm temperatures have taken the most of the frost 
out of the ground, and consequently any but the paved roads are 


practically impassable. 


This reduces greatly the amount of travel, 


and the amount of buying in the small towns and cities in the terri- 


tory. 


Collections are practically at the same level they have been for 


some time. 


Prices are fairly stationary, with little inducement at 


the present toward change in either direction. 





AXES.—Demand is fair for this time 
of year, with stocks well assorted. Sales 
show a grading down since the winter 
has passed. Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Single bit base 
weight axes at $16 per dozen and 
double bit base weight at $21.50; 
Plumb’s Dreadnaught unhandled sin- 
gle bit, $14.50; double bit, $19.50; 
handled, single bit, $19.50; double bit, 
$24.25 doz. net. 


AUTOMOBILE TIRES .—Sales are 
slightly better than a few weeks ago, 
but still are light. Stocks are in readi- 
ness for the heavier trade of spring. 
Prices are steady as quoted. 


We quote from jobbers’ 
f.o.b. Twin Cities: Mansfield tires, 30 
x 3% Liberty cord, $3.60; heavy duty 
Oversize, $8.75; 32 x 4 Liberty cord, 
$11.15; heavy duty oversize, $14. = 
balloon Jane 29 x 4.40, $9.65; 30 
5.25, 5.95; heavy duty, 32 x 6.20 
weg — tubes, 30 x 3%, $1.70; 32 

4, $2.60; 34 x 4%, $3. 95: balloon 
chee tubes, gray, 27 x 4.40, $1. 90; 29 x 
4.40, $2.95; 30 x 5.25, $2.70: 32 x 6, 
$3.20; 32 x 6.20; $3. 70 each, net. 


BOLTS.—Call for bolts is fair, without 
any great interest being shown. Stocks 
are well assorted with the dealers, but 
are still light. Prices show no changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Carriage bolts, 45 
per cent; machine bolts, 50 per cent; 
stove bolts, 75 per cent; and lag 
screws, 55 per cent from lists. 


BUILDING PAPER.—Dealers are be- 
ginning to find some call for building 
papers, and are arranging their stocks 
accordingly. Prices are firm as last 
quoted. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Red rosin sized 
paper at $2.90 and tarred felt at 
$3.10 cwt., net. 

CHURNS.—Call for churns shows no 
change from the light demand of the 
last few weeks, although dealers are 
looking for a good demand with the 
opening of spring trade. Prices are un- 
changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Barrel type churns 
at 45 per cent from lists. 


stocks, 





EAVES TROUGH, CONDUCTOR PIPE 
AND ELBOWS.—Call is still light, the 
only change being some interest on the 
part of contractors for new work. 
Prices have not been changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: 28 ga., slip joint, 
single bead, 5-in. eaves trough, $5.50 
per 100 ft.; 28 ga., 3-in., conductor 
pipe, $5.40 per 100 ft., and 3- -in., con- 
ductor elbows, $1.73 per doz. net. 

FIELD FENCE.—The time is almost 
here when the spring demand for fenc- 
ing will be felt. Dealers are preparing 
for it. Prices are firm as last quoted. 


We quote from jobbers’ stocks, 
f.0.b. Twin Cities: 10 ga. top and 
bottom, 13 ga. intermediate, 26 in. 
fencing at $30.04 per 100 rods. 

FILES.—Files are selling at a fair 
rate, with stocks well filled for the pres- 
ent demand. Prices show no changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade files 
at 50 per cent and second grade files 
at 60 per cent from lists. 


GALVANIZED WARE.—There is some 
call for garbage cans and other items 
in this line. Heavier demand will be 
felt with the coming of clean-up time, 
which is just around the corner. Prices 
are steady as quoted. 


We quote from jobbers’ 
f.o.b. Twin Cities: Standard No. 1 
galvanized tubs at $7.25; No. 2, $8.00; 
No. 3, $9.25; heavy tubs, No. 1, 
$12.60; No. 2, $18.80; No. 3, $15; 
Standard 10-qt. pails, $2.55; 12-qt., 
$2.90; 14-qt., $3.25; stock pails, 16- 
qt., $5, and 18-qt., $5.50 per doz. net. 


GLASS AND PUTTY.—tThe spring de- 
mand is expected to begin with the next 
warm wave over this part of the coun- 


stocks, 


try. Stocks are being filled. Prices 
are unchanged. 
uote from jobbers’ stocks, 


We q 
f.o.b. Twin Cities: Minnesota prices, 
single strength glass, 87 per cent, 
double strength, 88 per cent, and 
strictly pure putty in 50 lb. drums at 
$4.85 cwt., net, 


HAMMERS AND HATCHETS.—Sales 
still are light, with stocks well filled 
for the demand which is expected as 





soon as building starts in earnest. 
Prices show no changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Maydole, = 11% 
nail hammers, $12.60; Plumb F 

$12. Riverside, No. 61114, $12: 
Plumb Broad, No. 2 hatchet, $16.40; 
No. 2 shingling, $12.50; No. 2 claw, 
$13.75 per doz. net. 
HOSE.—Lawn hose is moving out to 
the dealers, with prices holding steady 
at the opening figures. Early demand 
depends greatly on the amount of rain- 
fall = the spring. 
quote from jobbers’ stocks, 
Psy Twin Cities: Bull Dog, % in., 
E -; Competion, % 
3-ply, Tec. ft.; Good Luck, % in., 6- 
*. : Blectric double braid, 
3 


in., lengths coupled, 14i%c. 


ft., net. 
ICE CREAM FREEZERS.—Demand in 
a retail way is still slight, but dealers 
are looking ahead to the time when 
sales show an increase. Prices are firm 


as quoted. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: White Mountain 
4-qt. freezers at $4.13 and 8-qt. at 
$6.75 each, net. 


LAMPS AND LANTERNS.—Sales are 
still fairly good for lanterns of the oil 
burning type. Demand is growing for 
the gasoline-air type of lamps and lan- 
terns. Stocks are in good condition, 
and prices firm. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Long or _ short 
globe tubular lanterns, No. 2, $13 
doz.; No. ca Coleman lanterns, 
$5.25; $6; No. C329 lamps, 


No. 
$6.25: No. reatd $7: No. C317, $7.40 
each, net. 


LAWN MOWERS.—Orders are moving 
out for the dealers at a fair rate. Prices 
are steady as last quoted. 


o 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Philadelphia 
Styles A and C, 45 per cent; Style 
K, 40 per cent. Riverside ball-bear- 
ing 14-in., $7.90; 16-in., $8.15 and 
on 45 each, net. 


MILK CAN S.—Manufacturers and job- 
bers are looking to the Northwest for 
a good business in dairy supplies this 
year, as the growth of diversified farm- 
ing and dairying continues. Stocks in 
dealers’ hands are ample for the pres- 
ent needs. Prices show no changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Railroad 5-gal. 
milk cans at $2.65 each, net. 


NAILS.—Demand is growing slightly 
for nails, with the beginning of the 
building season. Dealers are filling 
their stocks, in readiness for the call 
that will come in the next few weeks. 
Prices show no changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Standard wire 
nails at $3.15 per keg, base, and 
cement coated wire nails in 100-lb. 
kegs at $3.15 per keg, base. 


OIL HEATERS.—There is some in- 
crease in the demand for oil heaters, 
with the coming of days when the fur- 
nace fires are allowed to dwindle. 


GN 


Stocks are in good condition, with 
prices firm. 
We quote from jobbers’ stocks, 


f.o.b. Twin Cities: Nesco Perfect 


Reading matter continued on page 56 
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Now you can have a trolley track 
which is virtually a one-piece track, 
regardless of length! This is assured by 
the new R-W Lock Joint, latest perfected 
device of Richards-Wilcox. 


It locks the joints together permanently; 





New York - 







ichards-Wilcox Mf 


“A Hanever forany Door that Slides. 


AURORA, ILLINOIS, U.S.A. 





TROLLEY 
TRACK 


he 


locks them so tightly that hangers will 
always operate smoothly and trouble- 
free. The Lock Joint is exclusively 
Richards-Wilcox and is obtainable only 
with trolley track carrying their trade 
mark. Ask for it by name. 


6 


Chicago 


Boston eee ewan ny ane ae St. Louis sow Greene. Des Moines 
City 


Minneapolis Kan 
Montreal 


San Francisco Om Seattle 


| RICHARDS -WILCOX CANADIAN CoO., “LTD., seneen, "ONT. 


Detroit 
* Winnipeg 
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oil heaters, No. 12, $5.50: No. 15, 
$7.00; No. 016, $8.25; No. 0190, 
$10.50; No. 151, $7.50; No. 0161, $8.75; 
No. 0191, $11.00; No. 505 Giant, $11.25; 
No. 605, $12.75 each, with discount in 
quantities less than ten, 30 per cent; 
ten or more, 30-5 per cent. 


PAINTS AND WHITE LEAD.—Spring | 


paint stocks are moving out to dealers, 
though still rather sluggishly. There 
is not demand to take notice of particu- 
larly, in outside ffinish materials, 
though interior finishing and repairing 
is calling for a fair amount of mate- 
rials. Prices show no changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: First grade house 
paint at $2.80 per gal.. in 1 gal. cans, 
and white lead in 100 lb. containers 
at $12.64 cwt., net. 

PUMPS.—There is slight demand for 
water supply materials at the present 
time, although it is believed that this 
year will see a very good increase in 
the call for pumps, windmills and other 
supplies. Stocks with dealers are still 
light, with jobbers ready to ship 

quantities. Prices have not changed. 

We quote from stocks, 
f.o.b. Twin Cities: Deming, No. 449, 
plain spout windmill force pumps, 
§-in. stroke, $6.85; adjustable stroke, 
$7.50; No. 495 underground discharge 
windmill force, adjustable _ stroke. 
$14.35; No. 415, $14.65: No. 103, hand 
lift, 6-in. stroke, $14.25: No. 182 hand 
lift, 6-in. stroke, 6-ft., set length, 
$5.25 each, net. 

REGISTERS.—Stocks are well filled, 
with call at a nominal rate. Prices have 
not changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Cast iron regis- 
ters, 20 per cent, and wrought steel 
registers, 40 per cent from lists. 

ROPE.—Demand is steady, though not 
heavy. Prices are firm as last quoted. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade manila 
rope at 25c. lb., base, and best grade 
sisal rope at 18c. Ib. base. 


jobbers’ 





oe 
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SANDPAPER.—Sales are fair for this 
time of year. With the opening of the 


—— 


building season, dealers expect good de- | 


mand. Stocks are ready for the call. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best Grade No. 1 
sandpaper at $5.10 per ream; second 
grade No. 1, $4.70 per ream, and gar- 
net No. 1, $16.75 per ream. 


SCREEN DOORS AND WINDOWS.— 


Jobbers are well prepared to ship at 
short notice stocks of screen doors and 


windows. Prices are firm as last quoted. | 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Common 2-8 x 6-8 
screen doors, $1.58; and fancy 2-8 x 
6-8 screen doors, $1.97 each; Sher- 
wood adjustable 24-in. window 
sereens, $6.20; and Wabash extension 
24-in. screens, $5.00 per doz., net. 


SCREWS.—Demand is steady, though 
showing little signs of an increase so 
far. Stocks are ready for the contrac- 
tor demand which comes with the build- 
ing season. 


We quote from 
f.o.b. Twin Cities: Flat head bright 
wood screws at 80-20 per cent; flat 
head, japanned, 72%-10 per cent; 
round head blued, 77%-10 per cent; 
flat head, brass, 77%-10 per cent; 
round head, brass, 75-10 per cent 
from lists. 


SCYTHE SNATHS.—Jobbers are hold- 
ing stocks in readiness for shipment in 


jobbers’ stocks, 


this line. Prices have not changed. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Scythe snaths, 


$13.20 doz., net. 


SOLDER.—Call for solder is fair, with 
stocks well filled. Prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Warranted half 
and half solder at 4414c., and strict- 
lv half and half solder, 43%4c. Ib., 
net, in 100-Ib. lots. 


STEEL SHEETS.—Jobbers are finding 
shipments slightly better with stocks 
well filled. Prices are firm as quoted. 
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We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Galvanized steel 
sheets at $5.15 cwt., base (24 ga.) 
and black steel sheets, $4.30 cwt., 
base (24 ga.) 


WHEELBARROWS.—Demand in a re- 
tail way has not yet started, but deal- 
ers in may cases are filling in their 
stocks. Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Queen “B,’’ fully 
bolted barrel type tray wheelbar- 
rows, $40.00 doz.; Meteor, fully bolted, 
$36.50 doz.; No. 2T tubular, $7.33: 
No. 1 garden, $4.00 and No. 1G 
American garden, $6.25 each, net. 


WIRE.—Demand for fence wire still is 
ight. Dealers are anticipating good 
sales this year, and are filling their 
first stocks. Prices are steady and 
firm. 

We quote from jobbers’ stocks. 
f.o.b. Twin Cities: Painted cattle wire 
at $2.93 per 80-rod spool; painted hog 
wire at $3.13 per 80-rod spool; gal- 
vanized cattle wire at $3.13 per 80- 
rod spool; galvanized hog wire at 
$3.34 per 80-rod spool; smooth black 
wire, No. 9, $3.15 cwt., and galvanized 
smooth wire at $3.60 cwt., net. 


WIRE CLOTH.—Stocks are ready, in 
many retail stores, for the call which 
will soon begin. Jobbers are moving 
out the spring stocks at a very good 
rate. Prices show no changes. 
We quote from jobbers’ stocks. 
f.o.b. Twin Cities: Black painted wire 


cloth, 12 x 12 mesh, $1.70, $2.10 per 
100 ft., net, base. 


WRENCHES.—Demand is steady, and 
perhaps shows some _ improvement. 
Stocks are ample for the demand, with 
prices unchanged. 


We quote from jobbers’ _ stocks. 
f.o.b. Twin Cities: Agricultura] 
wrenches, 60-10 per cent; Coes’ 
wrenches, 45 per cent; engineers’ 
wrenches, 50-10 per cent, and Trimo 
pipe wrenches, 65 per cent from list. 











Coming 


AMERICAN 


HARDWARE MANUFACTUR- | 


ERS ASSOCIATION AND SOUTHERN HARD- | 
WARE JOBBERS ASSOCIATION, Memphis, | 


Tenn., week of May 10, 11, 12, 13, 1927. 


Hotel headquarters, New Peabody Ho- | 


tel, Memphis. 
secretary-treasurer, 342 Madison Ave- 
nue, New York City. 

ARKANSAS RETAIL HARDWARE ASSO- 
CIATION CONVENTION, Hotel 
Little Rock, May 10, 11, 1927. 
Biggs, secretary, Little Rock. 


Pe 


Charles F. Rockwell, | 


Marion, | 


ardware 


Detroit, Feb. 7, 8, 9, 10,,1928. Head- 
quarters, Hotel Statler; Exhibition, 
Convention Hall. A. J. Scott, secre- 
tary, Marine City. 

MISSISSIPPI RETAIL HARDWARE AND 
IMPLEMENT ASSOCIATION CONVENTION 
AND EXHIBITION, White House, Biloxi, 
June 13, 14, 15, 1927. Guy Nason, sec- 
retary, Columbus. 

MISSOURI RETAIL HARDWARE ASSO- 


CIATION CONVENTION AND EXHIBITION, 


— 


HARDWARE ASSOCIATION OF THE CAR- | 
North Broadway, St. Louis. 


OLINAS AND VIRGINIA RETAIL HARDWARE 
ASSOCIATION JOINT CONVENTION at Vir- 
ginia Beach, Va., June 7, 8, 9, 1927. 
Headquarters, Hotel Cavalier, Arthur 


R. Craig, secretary-treasurer, 804-806 | 
Commercial Bank Building, Charlotte, 


N.C 


LOUISIANA HARDWARE AND IMPLE- 
MENT ASSOCIATION CONVENTION AND 
EXHIBITION, New Iberia, June 6, 7, 8, 


1927. S. H. Sale, secretary, Shreve- 
port, La. 
MICHIGAN RETAIL HARDWARE ASSO- | 


CIATION CONVENTION AND EXHIBITION, | 
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Hotel Statler, St. Louis, Jan. 23, 24, 25, 
1928. F. X. Becherer, secretary, 5106 


NATIONAL RETAIL HARDWARE ASSO- 
CIATION CONGRESS, Mackinac Island, 
Mich., June 27, 28, 29, 30, 1927. H.P. 
Sheets, secretary-treasurer, 130 E. 
Washington St., Indianapolis, Ind. 

PANHANDLE HARDWARE AND IMPLE- 
MENT ASSOCIATION CONVENTION, Ama- 
rillo, Tex., April 19, 20, 21, 1927. 
C. L. Thompson, secretary-treasurer, 
Canyon, Tex. 

SOUTHERN HARDWARE JOBBERS ASSO- 
CIATION AND AMERICAN HARDWARE 
MANUFACTURERS ASSOCIATION, Mem- 





Onventions 


phis, Tenn., week of May 10, 11, 12, 13, 
1927. Hotel headquarters, New Pea- 
body Hotel, Memphis. John Donnan, 
secretary-treasurer, Richmond, Va. 


SOUTHEASTERN RETAIL HARDWARE 
AND IMPLEMENT ASSOCIATION, com- 
posed of ALABAMA, FLORIDA, GEORGIA 
AND TENNESSEE CONVENTION AND EXx- 
HIBITION, Jacksonville, Fla., April 19. 
20, 21, 1927. Windsor Hotel, head- 
quarters for Alabama, Georgia and 
Tennessee Associations, and Carling 
Hotel, headquarters for the Florida 
Association. Walter Harlan, secre- 
tary, 701 Grand Theater Building, At- 
lanta, Ga. 


TEXAS HARDWARE AND IMPLEMENT 
ASSOCIATION CONVENTION, Dallas, Jan. 
17, 18, 19, 1928. Dan Scoates, secre- 
tary, College Station. 


VIRGINIA RETAIL HARDWARE ASSO- 
CIATION will hold a joint convention 
with the Carolinas Association at Vir- 
ginia Beach, Va., June 7, 8, 9, 1927. 
Headquarters, Hotel Cavalier. Thomas 
B. Howell, secretary, 301 EE. Grace 
Street, Richmond. 
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THE SELF-SERVE SYSTEM—IN THE BUNTING STORE, 


KANSAS CITY, KANSAS 


Are You Getting That NEW Business 


On Long. Profit Items? 


Most folks like to shop around, and select 
their own merchandise. What are you doing 
to help them make more than their intended 
purchase, once they have entered your store? 

With “DULUTH” Self-Serve Equipment 
you put every item in stock out on Open Dis- 
play where the customer can see it, examine 
it, price it, and buy it—quickly; just as effec- 
tively as any chain store, and better than any 
catalog. 

Why let another day pass by without learn- 
ing more about how hundreds ~f successful 
hardware merchants are using the Self-Serve 
Idea to increase their sales on the long profit 
items? 

Write us today for our new catalog. 

It costs less to put the “DULUTH” Self- 
Serve System to work in your store than you’d 


think. 


NEW YORK General Offices 
101 PARK AVE. DULUTH, MINN. 


Sales Table 
MERCHANDISING 


The “DULUTH” Open Display Table 
No. 514 is an important feature of the 
“DULUTH” Self-Serve System for 
Merchandising Hardware. Combining 
maximum Open Display with compact 
storage, it serves to remind your cus- 
tomers constantly of the long profit 
items. Why not order one and start the 
Self-Serve Idea to work in your store 
now? You can do it at very little cost. 





No. 514—Duluth Display Table, complete with 


glass division display top. Length 7 ft., height 34 
in., width 323% in. inside the rim. Lacqver fin- 
ished in medium oak or mahogany color. 
huilt, exceedingly reasonable in price. 


Strongly 


DULUTH SHOW CASE CoO., 


CHICAGO 


180 N. WABASH 
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Spring Goods Continue to Move in 
Pittsburgh Market—Prices Steady 


(Pittsburgh office of HARDWARE AGE) 


and business in hardware has fallen off again, but not to as 


R= T springlike weather appears to have been a false start 


low an ebb as it was prior to the recent mild temperatures, 
because spring is coming nearer and there are preparations to meet 
its needs. Local jobbers have had an interesting time lately in trying 
to supply the demand for lawn rollers; not a storable article, few 
are or can be carried in stock and those available moved out rapidly 
in response to demands founded in the smoothing of tennis courts. 
Garden and had farming tools are beginning to show appreciable 
life, and there is surprise over the day the call for poultry-raising 
supplies holds up. Fertilizers still are wanted and the movement of 
housecleaning supplies has lost only a little of its recent momentum. 


Prices show no important changes. 


Jobbers in this district have 


not yet gone through the new bolt and nut price lists thoroughly 
enough to be in position to say what their resale prices will be. Some 
still are antagonistic toward the new schodules, complaining par- 
ticularly of the 10 per cent extra charge to be imposed on broken 


case lots. 


Manufacturers think that they should pass it along to 


consumers and retailers, but that suggestion looms like a problem 
to the jobber, who also seems to believe that his competition is in- 
creased by the fact that the makers have a common discount apply- 


ing to one case as well as to larger quantities. 


It is probable that 


the resale discount of bolts and nuts will land at about 60 and 10 


per cent off list. 


Large rivets have been advanced effective April 


1, a new price of $2.75 base, per 100 lb., Pittsburgh or Cleveland, 
and $2.85, Chicago, having been announced. This amounts to an 
advance of 45c. per 100 lb., but is slightly modified by reductions in 


the standard extras. 


BATTERIES.—Call for dry cell bat- 
teries is as steady as the tick of a clock 
and they constitute one of the few 
hardware items in which the turnover 
is frequent. Jobbers quote: 


Broken Unit 
Packages ho 
a: WM +~6sdesseew 1.05 0.9 
ak Ce s¢escevnnd 3.85 3°33 
a Me serncekeon 1 22 1.14 
0 Peer ar 1.22 1.14 
ian dil ee 1.40 1.30 
Fe eS ae 2.62 2.44 
06 ae 2.62 2.44 
a OS aaa 3.40 3.17 
ee. Fa 42 .39 
INO, TEAL she ockscsd 40 35% 


No. 6 dry cells, ignition type unit 
packages, Re eac 

Flashlight.—No. 935, 9 
950, 9%c.; No. 790, 18%c.; 
28c.; No. 750, 18%c.; No. 

Hot Shot.—No. 1461, 
1662, $2.37. 


BOLTS, NUTS AND RIVETS.—As a 
result of the recent changes in factory 
price lists on bolts and nuts, it is prob- 
able that the resale discount will land 
at either 60 per cent or 60 and 10 per 
cent off list. No definite announcement 
yet has been made, as jobbers still are 
trying to acquaint themselves with just 
what the new prices mean. Large rivets 
have been advanced substantially by 
makers, but small ones remain at for- 
mer prices. Jobbing business is only 
moderately active. 


We quote out of jobber’s stocks as 
follows: 

Machine bolts, small rolled threads, 
50 and 10 per cent off list; all sizes 
cut threads, 50 per cent off list; car- 
riage bolts, small rolied threads, 50 


yc. each; No. 
No. 705, 

751, 25c. 

$1. 67: No. 








per cent off list; all sizes cut threads, 
45 per cent off list; stove bolts, 75 
and 10 per cent off list; tire bolts, 40 
and 10 per cent off list; nuts, hot 
pressed square, tapped in '3-Ib. poner. 


¥Y, -in., $16 per 100; 5/16-in., $14; 
in., $11; 14-jn., 5, - in., $10: 34 -in., 
$8; %-in., $7.50; rivets, small wagon 


and tinne rs, 60 per cent off list. 
BUILDERS’ HARDWARE.—Business 
in these lines is fairly active and prices 
are showing more stability than they 
did during the latter part of last year. 
Jobbers quote: 
Butts.—Ball tip, plated, dull brass 

and antique copper, less than case 
lots, 3 in. x 3 in., $17 _ 100 pair; 
se Eis x 3% in., S17 50; 4 in. x 4 in., 
$27 

Hinges.—Heavy strap, 6-in., $1.47 
per doz.; 8-in., $2.47; 10-in., $4.14; 
extra heavy, 7. 6-in., $1.87 per doz.; 
8-in., $3.18; 10-in., $4. 48; light strap, 
with screws, packed one pair in a 
box, 3-in., $9. 27 per 100 pair; 4-in. 
$11. 20: light T, 3-in., $10.67 per 100 
pair; 4-in., $12.60. 
Hasps. —Hinge, without screws, sin- 
gle dozen lots, 3-in., 64c. per 4doz.; 
4%-in., T6c.; 6-in., $i; safety, 3-in., 
97c. per doz.; 4%-in., $1.14; 
$1.60. 


Garage Sets. Setaeoemaeal hinges, 10 
in., $2.50 per set 
CARPET SWEEPERS.—Steady move- 
ment of carpet sweepers still is re- 
ported. Jobbers quote: 


Bissell’s Grand Rapids, japanned 
trim, $44 per doz.; nickel-plated trim, 
$48; Universal, $42: standard, $36; 
Junior, $36; Little Gem, $4; Sterling 
sweepers, $24 per doz, 


CEL-O-GLASS.—A demand for this 
product is developing with the ap- 
proach of spring when early plants be- 


6-in., 





gin to shoot and need protection 
against cold weather. On direct fac- 
tory shipments it is quoted at 11%c. 
per sq. ft. in 100-ft. rolls, and at 12%c. 
in 25 and 50-ft. rolls, f.o.b. factory; 
out of local jobbers’ stocks the price is 
12%ec. per sq. ft. 


-FERTILIZERS.—In small packages for 


lawns and gardens, fertilizers still are 
in good demand. Jobbers quote: 

Old Gardner, 1-lb. cans, $2. <> per 
doz.; 5-lb. pails, 45c. each; -lb. 
buckets, 70c. each. 

GALVANIZED WARE.—Demand is 
constant for these items in this mar- 
ket. Jobbers quote: 

*~Washtubs.—With wringer attach- 
ment, Nav 22, $8.50 per doz.; No. 23, 
$10; , Without. nine attachments, 
No. $7.75; No. $9. 

* 4% —Water, 13 qt., $2.65 per doz.; 
= qt., $8;° fire, 12 qt., $4; cement, 14 

, $10; chamber, 10 qt., $7.20; 12 ‘at., 
a3? well buckets, 10 qt., $4.50. 

Refrigerator Pans.—No. 2, $4.50 per 
doz.; No. 3, $6; No. 4, $7.50. 

Garbage Cans. ane with lids, Se- 

cprity, No. 1, $3 each; wt 2, $3. 

, No. $4; Hicreules. No. 171, $3: No. 
181, $b. 25; No. 191, .60. 


GARDEN AND LAWN SUPPLIES.— 
Interest is growing in these lines and a 
demand for rollers recently cleaned out 
local jobbers’ stocks. Forks and rakes 
and hand farming tools generally are 
moving well. Mowers are showing more 


life. Jobbers quote: 

Tools.—Manure forks, first quality, 
long handled, $15.25 per doz.; bowed 
garden rakes, 14-tooth, $9 per dozen; 
spading forks, $10.80 to $21 per 
doz.; haying forks, 3-tine, first qua]- 
ity, $12.75 per doz.; German hoes, No. 
3-0, $7.20 per doz.; scythes, $12 to $25 
nad doz.; snaths, $10.50 to $15 per 

OZ. 

age 5 ey —Ring, $6 per doz.; Rain 


King, $2.35 each; Pluvius, $1. 15; two 
purpose, $1.30. 

Sprinkling roa , $6 oz. ; 
6 qt., $6.60; 7. 10; "10 a. "$8.16: 
12 at. $10; 16 = $12. 

Hose. —In 250- ft. wee % in., 10c. 


per ft.; 5% in., 10%c.; % in., 11%c.; in 
50-ft. length, "Mee. per “9 higher; Gem 
spray nozzles, $6 a 

Hose Reels.—Victor, °81. 75 each; No 
2, $2.60; Reeleasy, $1. 35. 

Plows.—Geneva, 
Leader, $3; 4 

Mowers. Plain "teaches 8 
wheels 12 in., $5 each; 14 in., $5. 25: 


ball bearing, 9 in. wheels, 14 in., 
$7.75; 16 in., $8; supreme ball bear- 
ings, $10 in. wheels, 14 in., $10.75; 16 


in., $11.25; 18 in., 

Mower Oil Cans. —Tinned, straight 
or bent spouts, $1 per doz.: copper 
plated straight or bent spouts, $1.50 
per doz. 

Rollers.—No. 2 size, $8.50 each; No. 
4, $10; No. 5, $12.50; No. 7, $15. 

Hedge Shears. — Western, 8 
$1.25 per pair; 9 in., $1.40; 10 in., 
$1.60; Disston, 8 in., $1.75; 9 in., $1. 90: 
10 in., $2; ladies’ shears, Western, 
&85c.; Disston, $1.10. - 


HOUSE CLEANING SUPPLIES. — 
These items are doing well, although 
cold weather has interfered somewhat 
with the movement from retailers’ 


hands. Jobbers quote: 

Mops.—O-Cedar, 33% per cent off 
list; Star cotton, 20-o0z., $7 per doz.; 
24-02., $8.40; 30-oz., .80. 

Chamois rere x 14 in., $3.50 
per doz.; 13 x 17 in., $6; 14 x 18 in., 
$7.50; 15 x 20, $9.20. 

Waxes.—Johnson ‘paste wax, 1-lb. 
cans, 85c.; 2-lb. cans, $1.70; 4-Ib. 
cans, $3; 8-Ib. cans, $6; Old English, 


(Continued on page 64 
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Here’s the List you need—lIt’s Verified 


























HARDWARE AGE VERIFIED LIST 
OF WHOLESALERS AND RETAILERS 


Gives names and addresses of Hardware Retailers, with ratings based principally 
upon annual sales; and also shows names, addresses, capitalization, territory cov- 
ered, number of traveling men, names of buyers and lines handled by Hardware 
Wholesalers. 

| CONTENTS 


Wholesale Hardware Houses in United States, Canada and Foreign Countries. 

Retail Hardware Stores in United States, Canada and Foreign Countries; also General Stores, 
Lumber Yards, etc., handling hardware. 

Chain Hardware Stores in United States and Canada. 

5c, 10c and 25c Syndicate Stores carrying hardware in the United States and Canada. 
Department Stores carrying hardware and housefurnishings in the United States. 
Manufacturers’ Agents in United States, Canada and Foreign <omnanio, 

Automobile Accessories Jobbers. 

Mill, Steam, Mine and Machinery Supplies Dealers. 

Export Merchants handling hardware and kindred lines. 

Sporting Goods Wholesalers. 

Mail Order Houses handling hardware and housefurnishings. 

Woodenware and Willow-ware Wholesalers. 

Paint, Oil and Varnish Jobbers. 

Rad:o and Electrical Goods Jobbers. 

Plumbers and Tinners Supplies Jobbers. 

Membership Lists of Hardware Associations. 


Hardware Age Verified List of Wholesalers and Retailers is indispensable in economic direct- 
by-mail promotion work and also a helpful guide for salesmen’s calls. Every sales manager™ 
should have one on his desk, and every salesman could profitably carry a copy in his grip. 
Since the previous issue was published there have been more than 10,000 additions and cor- 
rections, and these all appear in the current edition. 


Hardware Wholesalers find Verified List of great value in “checking” their retail prospect records. 
$12.00 postpaid 


HARDWARE AGE 


(Verified List Department) 
239 West 39th Street New York, N. Y. 
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Moderate Demand for Spring Lines in 
Cincinnati Territory—Prices Firm 


(Cincinnati office of HARDWARE AGE) 


PRING trade in Cincinnati territory has been only moderately 


good during the past two weeks. 


been in fair demand, but a substantial portion of the normal 
spring requirements yet are to be placed by the retail dealers. Com- 
parison with last year shows that the volume of business still con- 
tinues to be slightly better than in 1926, and the outlook for heavy 


sales in April is encouraging. 


Firmness of prices has proved to be a stabilizing factor in the 


market. 


With the exception of a minor advance on turpentine, 


quotations have remained unchanged. 
Mild weather has developed a demand for garden tools, roofing 
material, seeds and other products usually sold in sizable quantities 


at this time of the year. 


Regulations put into force by the munici- 


pal authorities of Cincinnati have been responsible for abnormally 
large sales of galvanized cans and containers for ashes. 


The movement of staple items has been of good volume. 


Ship- 


ments to the retail trade have been consistently liberal, and mer- 
chants have ample and diversified stocks to meet the requirements 
of their customers with the opening of the spring season at hand. 





AUTOMOBILE ACCESSORIES.—Busi- | 
ness is moving along at a fair pace, but | 


has failed to attain the proportions 
expected by jobbers. Improvement in 
the next few weeks is anticipated. 


Prices on all products are firm. 
We quote from Cincinnati jobbers’ 
stocks: 


TIRES 
Cheap Medium 

Grade srade 

SOS GRMTSE ccvccccs $5.35 $6.35 
30x3% fabric ...... 6.25 7.25 
30x 3% cord ........ 6.75 9.75 
re ccocdoone 10.60 13.75 
DUG acecsucuecs 11.15 14.50 
rae Ce eeessseceen 11.75 15.25 
oa CE. 20656 eee ce 12.35 16.20 
ee ae See GE sc ccwcess 15.20 19.75 
BB KES COTE .ccccocs 15.80 20.50 
34x 4% cord ........ -F 21.25 
29 x 440 balloon ..... 7.55 9.65 

TUBES 

Ti sc jentebedaeton .99 1.25 
DPI . tcvassdeenees 1.20 1.45 
PE sigicvctnneewann 1.65 1.95 
32 x : a i dt Re aa elle Se 1.76 2.05 
ee — ere 1.80 2.15 
29 x 440 balloon 1.51 1.85 
Spark Plugs.— Special lot prices 


quoted herewith are good only until 
April 30; 50 A. C. plugs, $25.50: 30 
a. & plugs and 20 No. 1075, $22. 30; 
100 A. C. plugs, $48: 70 A. C. plugs 
and 30 No. 1075, $43.80. 


BASEBALL GOODS.—Retailers are 
starting to stock baseball goods in an- 
ticipation of a good season just ahead. 


We quote from Cintinnati jobbers’ 
stocks: 

Balis.—No. 97, $15 per doz.; No. 99, 
$16.80 per doz.; No. 70, $7.80 per doz.; 


No. 47, $4 per doz.; No. 45, $2 per 
doz.; No. 17, $1.20 per doz.; No. 35, 
80c. per doz. 

Bats.—No. 02, $2 per doz.: No. 4, 


$3 per doz.: No. 8, $4 per doz.: No. 
9, $5.40 per doz.; No. 13, $7.20 per 
doz.; No. 16, $10.80 per doz.; No. 5, 
$12 per doz.; No. 40, $16.20 per doz.: 
No. 250, $21 per doz.; No. 40K, $21 
per doz. 

Basemen’s Mitts.— No. 145, $3.95 
each; No, 131, $2.25 each: No. 151, $2 


each: No. 123, $1.95 each; No. 110, 80c. 


each. 

Catchers’ Mitts.— No. 226, $4.90 
each; No. 210, $4.60 each; No. 188, 
$2.67 each: No. a? $1.95 each; No 
185, $1.33 each: No. 182, 84c. each. 





Fielders’ Gloves. — No. 27, $1.40 
each; No. 44, $2.25 each; No. 37, $1.85 
each; No. 34, $1.50 each: No. 19, $1.05 
each: No. = , Ore. each; No. DW. $4.35 
each; No. BL, $6.50 each; No, 73, $4 
each; No. 68. $3.33 each. 


BUILDERS’ HARDWARE.—With the 
outdoor construction season opening up 
interest in this line is becoming more 


pronounced. Prospects for brisk busi- 


| 
| 








ness are regarded as satisfactory. 


We quote from Cincinnati jobbers’ 
stocks: 

Hinges.—Heavy strap bietene. 5-in., 
95c. per doz. pair; heavy strap, 6-in., 
$1 per doz. pair; heavy strap, 8-in., 
$1.70 per doz. pair; extra heavy Tee 
hinges, 5-in., per doz. pair: 
extra heavy Tee, 6-in., $1.20 per doz. 
pair; extra heavy Tee, 8-in., $2.20 per 
doz. pair. 

Hasps.—Common 70~=ioff: 
safety hasps, 3-in., 60c., "* per 
doz. ; -in., 80c.; 6-in., 

Butts. —Steel, dull brass sa an- 
tique copper, case lots, 3% x 3%, 
14c. per pair net: 4 x 4, 20%c. Less 

5c. ; x 4, 


hinges, 


than ease lots, 3 x 3%, 
21c. 
Sash Weights.—Sash weights, 
Inside Sets.—Square bevel 
sets in case lots, $4.10 per doz. 


AXES.—Sales have been fairly good in 
the past month. The spring season to 
date is about normal, and indications 
are that orders will come in at a fair 
rate in the immediate future. 


We quote from Cincinnati jobbers’ 
stocks: 

Dreadnaught single bit base weight 
handled axe, $19.50; Dreadnaught sin- 
gle bit base weight unhandled axe, 
$14.75: double bit base weight han- 
dled axe, $24.25; double bit base 
weight unhandled axe, $20. 


BOLTS AND NUTS.—Some readjust- 
ments in quotations are now under 
way, but local jobbers have not yet 
made any changes in their schedules. 


We quote from Cincinnati jobbers’ 
stocks: Machine bolts, large, 50 an 
10 off; small, 50, 10 and 10 off: car- 
riage bolts, large 50 off: small 5 
and 10 off; stove bolts, 75 off: semi- 
finished nuts. 9-16 in. and smaller, 75 
off; larger sizes, 65 off. 


$1.85. 
inside 


Seasonal commodities have | better demand by April 1. 


EAVES TROUGH AND CONDUCTOR 
PIPE.—This item is expected to be in 
At present 


its sales are limited to small lots for 


immediate delivery. 


We quote from -Cincinnati jobbers’ 
stocks: 28-gage, 5-in. eaves trough, 
$5.75 per 100 ft.; 28-gage, 3-in. cor- 
rugated conductor pipe, $5.50 per 100 
ft.; 28-gage, 3-in. corrugated conduc- 
tor elbows, $1.73 per doz. 


| FLASHLIGHTS.—Retail dealers have 
| been taking a moderate amount of 





| 








| stock, and prices are steady. 


We quote from Cincinnati jobbers’ 


stocks 

Each Each 
No. 2001. $0.62 No. 2102....$0.78 
No. 2101. .62 No. 3102.... 1.07 
No. 3101. 91 No. 2004. .94 
No. 2008. .78 No. 2104. .94 
No. 2103. .78 No. 3104. 1.33 
No. 3103. 1.17 No. 3202. 2.47 
No. 2201 .78 No. 3205. 2.14 
No. 3201. 1.65 No. 3206. 2.30 
No. 3202. 1.82 No. 3401. 2.47 
No. 2002. .78 


GALVANIZED SPRINKLERS.—Job- 
bers report an increased call for this 


item. 

We quote from Cincinnati jobbers’ 
stocks: 4-qt. sprinkling pots, $5.50 
per doz.; 6-qt. sprinkling pots, $6 per 
doz.; 8-qt. sprinkling pots, $7.10 per 


doz.; 10-qt. sprinkling pots, $8 per 
doz.; 12-qt. sprinkling pots, $9.50 per 
doz. ; sprinkling pots, $11.75 


per = _ 
GARDEN TOOLS.—Stock now in the 
hands of the retail trade is ample to 
cover present needs, but orders being 
placed with jobbers still are in good 


volume. Prices are unchanged. 

We quote from Cincinnati jobbers’ 
stocks: 

Hoes.—Iowa socket hoes, 6%-in., 
oa 96 per doz.; Iowa cotton hoes, No. 

P6%, 4% in., $7.37 per doz.; lowa 
planter hoes, "No. P6%, 4%-in., $7.95 
per doz.; Iowa weeding hoes, aNo. 
SP. $4.80 per doz. 

Rakes.—No. 14SM, $5.64 per doz.; 


No. 314 Iowa, $9.84 per doz.; special 
competition steel, 14-tooth, $4.50 per 


OZ. 
Spades.—No. JOW, $21.12 per doz.; 


No. OHW, $19.80 per doz.; No. 
OLDSP, $10.80 per doz. 


HOSE ATTACHMENTS.—tThis com- 
modity is being sold in fair numbers. 


We quote for delivery in the spring 
of 1927. 

Diamond nozzles, $3.60 a doz.; Pet 
nozzles, $4.90 a doz.: Gem nozzles, 
$5.50 a doz. 


ICE CREAM FREEZERS. — Orders 
have increased in the past two weeks, 
and jobbers are beginning to ship stock 
to their customers. 


We quote from Cincinnati jobbers’ 
stocks 


White Mountain.—1- -qt., $2.43 each; 
2-qt., $2.83 each; 3-qt., $3.38 each; 
4-qt., $4.13 each; 6-qt., $5.23 each; 
8-qt., $6.75 each. 

Arctic. —l-qt., $2 each; 2-qt., $2.30 
each; 3-qt., $2.78 each; 4-qt., $3.40 
each; 6-qt., $4.30 each; 8-qt., $5.55 
each. 

Peerless. —1-qt., $2.95 each; 2-qt., 
$3.45 each; 3-qt., $4.10 each; 4-qt., $5 
each; 6-qt., $6.30 each; 8-qt., $8.20 


each. On all sizes of Peerless a dis- 
count of 25 and 10 per cent applies on 
the above prices. 


LAWN HOSE.—With the appearance 
of mild weather the demand for this 
item from retailers has picked up to a 
marked extent. 


Reading matter continued on page 62 
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GOTTSCHALK'S 


SPONGE 


“The Modern Dish Cloth” 
Will Make a Sale ‘tun ic.aeits 


of women buy this item by the 
Put Gottschalk’s Metal Sponge (pat- half dozen—rather than run the risk of 






ented) “The Modern Dish Cloth,” finding their dealer sold out. Hundreds 

where it catches the eyes of the women of sales are made to women whose hus- 

and you won’t have to worry about sales. bands keep a Metal Sponge in the garage 

When they pick it up, squeeze it and feel sad snctiee in the car. 

a big, soft woolly ball instead of the 

sharp, prickly mass they expected, you No other similar article competes with 

can get ready to drop another quarter in Gottschalk’s Metal Sponge (patented). 

the till—or maybe two. It is patented and can’t be imitated. 
National 









Advertising Helps Send for FREE Sample 

Although Gott- 
schalk’s Metal 
Sponge (patented) 
is being nationally 


Write for a free sample, on your busi- 
ness stationery, and see if it doesn’t dem- 
onstrate the modesty of our description. 


advertised on the Details of our special, profit-sharing in- 
basis of its superior- troductory offer (soon to be withdrawn) 
ity over the old- will come to you with the sample Sponge. 





Metal Sponge Sales Corporation 
2726 N. Mascher Street 
Philadelphia 
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We quote for 1927 delivery from 
local jobbers’ stocks: 2 

Leader Hose.—*%-in., $7.75 per 100 
ft.; Red Dandy, %-in., $11.50 per 100 
ft.; molded hose, %-in., on reels, 
$10..50 per 100 ft. 


LAWN MOWERS.—tThis item is show- 
ing considerable activity. Prices are 
steady and stock in the hands of the 
retail trade is of substantial propor- 
tions. 


We quote from Cincinnati jobbers’ 
stocks: 
es 3° Grade.—12- -in., $5 each; 14- 
i $5.20 each; 16-in., $5. 50 each. 
"Ball Bearing. _—14-in. medium grade, 
$8 each; 14-in. good grade, $9 each; 
14-in. best grade, $11 each; 16-in. 
medium grade, $8.25 each 16-in. 
good grade, $9.35 each; 16-in. best 
grade, $11.50 each; 18-in. medium 
grade, $8.60 each; 18-in. good grade, 
$9.75 each; 18-in. best grade, $12 
each, 
OIL HEATERS.—Here again the 
trade experienced recently by retailers 
has been encouraging. Some reorders 
have been placed with local jobbers. 


We quote from Cincinnati jobbers’ 


stocks: 
Nesco, No. 12, $3.70; No. 15, $4.65; 
No. 016, $5.50; No. 0190, $7. 
POULTRY NETTING. — There has 


been no change in this product. Sales 
have been satisfactory and retailers 
are well stocked to meet current re- 
quirements. 

We quote from Cincinnati jobbers’ 
stocks: 

Poultry netting galvanized after, 60 
per cent off list; poultry netting gal- 
vanized before, 60 per cent and 10 per 
cent off list. 

PAINT.—There has been an advance of 
2c. a gallon on turpentine, but other- 
wise prices are unchanged. 

We quote from Cincinnati jobbers’ 
stocks: oa 

Ready mixed house paints, $2.75 
per gal.; linseed oil in single barre lg, 
84c. per gal.; turpentine in two- bar- 
rels lots, 78. per gal.; white and red 
lead in 500-Ib. kegs, 14%c. per Ib., 
less 10 per cent. 
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ROPE.—Business has been about nor- 
mal. Retailers have enough merchan- 
dise to care for their needs in the near 
future. 


We quote from Cincinnati jobbers’ 
stocks: 

Manila rope, 24c. per lb.; sisal rope, 
144%4c. per lb, 


ROOFING MATERIAL.—Still further 
improvement is noted. The spring sea- 
son looks promising to local jobbers. 


We quote from Cincinnati jobbers’ 
stocks: 

Roofing Paper. — Light standard, 
$1.05; medium standard, $1.30; heavy 
standard, $1.55; light Holdfast, $1.35; 
medium Holdfast, $1.60; heavy Hold- 
fast, $1.90: K red and green slate 
surface, $2.10. 

Roofing Coating.—Coal tar, 
in barrel lots, 25c. per gal.; in half 
barrel lots, 28c. per gal.; coal tar 
crude, in barrel lots, 24c. per gal.; in 
half barrel lots, 27c. per gal. 

Roofing Cement.—Liberty elastic, 1 


refined, 


Ib. 12c.; in 5 Ib. cans, 9'%c. per Ib.; 
in 10 lib. cans, 9c. per Ib.; in 25 Ib. 
cans, 8c. per Ib. Certain-teed 


cement, 36 Ib. to the case, $4.25 per 
case; in 5 Ib. cans, 12 cans to the 
box, 8%c. per lb.; in 10 Ib. cans, 6 
cans to the box, 7%c. per Ib. 


SCREEN DOORS AND WINDOW 
SCREENS.—The movement of stock to 
the retail trade has been heavy, and 
prospects for good business through the 
next few weeks are bright. 
band ae from Cincinnati jobbers’ 
stoc 
a Doors.—No. 241, $17.60 per 
doz.; No. 281, $18.65 per doz.; No. 314, 
$25 per doz.; No. 355, $34 per doz.; 
No. 315, $31.40 per doz.; No. 315 gal- 
vanized, $32 per doz. All of the above 
quotations are on the size 2-ft. 10- 
in. x 6-ft. 10-in. 
Window Screens.— No. 1833, $3.85 


per doz.: No. 1833 henge ss $4 per 
doz.; No, 2433, $4.50 per doz.; No. 
2433 galvanized, $4. a per doz.: No. 


No. 3037 gal- 
No. 18 steel 


3037, $6.20 per doz.; 
vanized, $6.55 per doz.; 
screens, $4.85 per doz.; No. 24A steel 
sereens, $6.15 per doz.; No. 30, $7.65 
per doz.; No. 30A, $8.50 per doz. 
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SCREWS.—Orders for this item have 
been fair in volume. 


We quote from Cincinnati jobbers’ 
stocks: 

Flathead bright screws, 85 and 
7% off list; flathead blue screws, 85 
and 2% off list; flathead brass screws, 
80 and 20 off list; round-head blue 
screws, 80, 20 and 5 off list; round- 
head screws, 80 and 12% ‘off list; 
bright wire goods, 85 and 25 off list. 


SHEARS.—Heavy shipments to retail- 
ers have continued in the past two 
weeks. Prices are firm. 
We quote from Cincinnati jobbers’ 
stocks: 


Pruning Shears. — No. 1091S, $4.90 
per doz.; No. 25, $2 per doz.; No. 
2092V, $7.25 per doz.; No. 2192, $11. 45 
per doz.; No. 4192F, $15.20 per doz.; 
No. 4155F, $31 per doz, 

Hedge Shears.—8-in., $1.15 
pair; 9-in., $1.30 per pair; 10-in., 
$1.40 per pair; lady’s size, No. 100L, 
85c. per pair. 


WATER COOLERS.—tThe trade is be- 
ginning to accept small shipments, but 
normal movement of goods will not get 
under way for at least several weeks. 
We quote from Cincinnati jobbers’ 


stocks: 2-gal. cooler, $1.80 each; 3- 
gal. cooler, $2.05 each; 4-gal. cooler, 
$2.40 each; 6-gal. 


cooler, $2.90 each; 
8-gal. cooler, $3.90 each; 10-gal. 
cooler, $5 each; Twentieth: Century 
cooler with bottle, No. 50 in mahog- 
any finish, $10.80 each: Twentieth 
Century cooler with bottle and stand, 
No. 500 in mahogany finish, $13.75 
each; Twentieth Century cooler with 
bottle, No. 50 in white finish, $11.25 
each; Twentieth Century cooler with 
bottle and stand, No. 500 in white 
finish, $14.50 each. 


WIRE CLOTH.—Business for the 
spring trade has been holding up well. 


We quote from Cincinnati jobbers’ 
stocks: 

Black cloth, $1.65 per 100 sq. ft.; 
12-mesh, $2 per 100 sq. ft.; 14-mesh, 
$2.40 per 100 sq. ft.; bronze in 100 ft. 
rolls, 95.35 per 100 sq. ft.; bronze in 
50 ft. rolls, $5.40 per 100 sq. ft. 





Fifteen Suggestions that Spell Success. 


Brief paragraphs that, if adopted, will put pep into your 


business and satisfaction into your sales. 


Departmentize your business to advantage: 
By determining upon the major or main division into 


which the stock naturally falls. 


By selecting a department head for each section who 
will be responsible for stock arrangement, department 
the preparation of publicity, and business 


inventory, 
returns. 


By marking the departments in such a manner that 
each has a definite personality to the store force and to 


the public. 


By keeping records of each department separate. 
By keeping suitable leaders in view to stimulate inter- 


est in each department. 


By requiring each department to give a good account 
of itself or to make clear the reason why. 


By encouraging each department head to become a 


specialist in that field. 


By encouraging a friendly but competitive spirit as 
to percentage profits of different departments. 


a try. 


They are worth 


Decide what to buy and how much: 
By studying public needs carefully and the extent of 


popular fads and fancies. 


By records which enable a fairly accurate estimate of 
what the public will absorb if the goods are satisfac- 
tory, the price right, and the advertising adequate. 


By keeping closely in touch with new goods, and 
being one of the first to introduce them. 


By avoiding that which is impractical and likely to be 
of passing interest. 

By making a try out with arrangements for the re- 
plenishing of stock if the goods are ready sellers. 


By profiting by past experience; by the advice of 
wide-awake members of the salesforce, and by watching 
the reaction of patrons of the store to new goods. 


By avoiding as far as possible, putting in lines which 


carried. 


will kill or serve as too active competitors of lines already 
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NEED WE SAY MORE— 


BRIGHT STAR 


< Radio Batteries & Flashlights 
bed 


In Every Test 
San Francisco, Cal. 
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64 
(Continued from page 58) 

l-lb, cans, 85dc.; 2-lb. cans, $1.70; 
4-lb. cans, $3; liquid wax, Johnson, 
pints, 75c.; quarts, $1.40; Old Eng- 
lish, pints, 75c.; quarts, $1.40. Deal- 
ers’ discount, 33% per cent. 

Sponges.—-According to size and 
quality, $2 to $9 to per doz. 

Wall Cleaners.—Smoky City and 


Climax, $1 per doz. cans; Perfection 
paint cleaner, $3 per doz. 
Step Ladders.—Standard ful rodded 
ladders, 28c. per ft.; extra, 46c. per ft. 
Fioor Polishers. — Johnson's elec- 
tric, $42.50 each, subject to discount 


of 25 per cent to retailer; hand, $3.75 
each; Old English, $2.60 each. 
Carpet Justrite, $1.10 


Beaters. — 
doz.; No. 4, $1.20. 


PAINTING SUPPLIES.—Business is | 


showing steady expension. Prices have 
not changed in the past week. 
Prices to retailers: Ready 
paints, best grades, $2.85 per gal- 
lon; lower grades, $2.25; white lead, 
14%c. per lb. in 100-lb. lots; 10 per 
cent less in lots of 500 Ib. or more 
and extra 4 per cent less in lots of a 
ton or more; turpentine, 9lc. per gal. 


mixed 


in barrel lots: raw linseed oil, 12. 3c 
per Ib. in barrel lots. 
POULTRY NETTING. — Not much 


complaint is heard as to the movement 


It Takes 39 Hardware Items to 
Make a Dress 

With drug stores, grocery stores, lum- 

ber yards and others all getting more or 

less into the hardware business, it is not 


surprising that Miss Jeanne Nosal, daugh- 
ter of a Gary, Ind., 


hardware man, should 
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'of this item. Jobbers quote galvanized 
netting in the ordinary lots at 50, 10 
and 10 per cent off list before, and 50 


and 10 per cent off list after weaving. 


POULTRY RAISING SUPPLIES.— 
Not much activity is noted in incuba- 
tors, but other articles under this head- 
ing are selling well. Jobbers quote: 


he 1, $26.25 each; No. 
$40.03; No. 4, $47.60; 


Inc ubators, 


No. 5, $74.90; No. 14 E, $11.55; No. 16 
E, $19.25; No. 17 E, $25.73; brooders, 


No. 20, $8.23 each; No. 21, 
$10.85; No. 22, $13.30; blue flame, No. 


80, $14; No. 81, 75; coal burning, 
No. 117, $15.05: No 118, $18.55; No. 
119, $26.50. 


_ROLLER SKATES.—Good steady de- 
_mand still is noted. Jobbers quote: 


x’ Skates. —No, 2, 70c. per pair; 
No. 3, 75c.; No. 10, $1.05: No. 6, $1.55; 
Winslow line, No. 3814, $1.50; No. 38, 

.60. 


WIRE PRODUCTS.—Business is rather 


| slow in moving toward the proportions 
_usually reached at this time of year. 
| There is still some irregularity in prices. 
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We quote from Pittsburgh jobbers’ 
stocks: 
Fence Wire 


(Per 100 Ib.) Annealed coe + ae 





turn to her father’s store for materials 
for a new party dress. The occasion for 
the dress was a masquerade dance, and 
by commandeering 39 different hardware 
items from her father’s stock, Miss Nosal 
evolved a “creation” which won her first 
prize for its originality. 

In telling how the costume was made, 


| Miss Nosal shows not only her ability as 





a modiste, but also a good working knowl- 
edge of hardware terms. She reports: 
“The dress was made of $&creen wire 
trimmed with brass chain. It was but- 
toned in the front with bicycle tail lights. 
The belt was made of picture chain—on it 
in front there was a strainer, bottle brush, 
aluminum teapot, egg beater, steak maul, 
egg whipper, scale, hasp and lock, funnel, 
dipper and a percolator. Attached to the 
screen wire skirt, in front, was a knife, 
fork, teaspoon, tablespoon, pocketknife 
and a pair of scissors. On one of my 
shoulder straps I had a pair of ornamental 
hinges; on the other, house numbers. 
Down at the bottom of the skirt there 
were some chore pot cleaners, a mouse 
trap and a hand brush. 

“In the back there were three padlocks, 
a water faucet, barrel bolts, six twenty- 
penny nails, one-inch bolts, screws, gate 
hooks, a wrench, butts. I wore a col- 
lander on my head, and for earrings had 
salt and pepper shakers. Around my neck 
I wore a dog collar and on my wrist a 
chain with little padlocks on it.” 


New Beisser Key-Making 
Machine 


The Beisser Key Machine Co., Detroit, 
Mich., has recently placed on the market 
its Beisser key machine, a special feature 
of which is that it will completely make 
all kinds of keys. 

Other features of this new machine are 
that it will cut any kind of a key and 
makes Yale keys in 20 seconds. It elimi- 
nates hand finishing and cuts four flat 
keys at one time. 








Reading matter continued on page 66 


No. 6 to 9 gage...... $3.00 45 
a i, MM nea sege Van 3.05 3.50 
2 a 3.10 3.55 
i Lr are were 3.15 3.65 
D-H ccetteseeseukeek 3.25 3.80 
DEE wephionedseeomghaes 3.35 4.00 
Se aes ee 3.55 4.25 
ae. ie usaveeweoweescul 3.7 4.45 
Barbed wire (per 80- roa spool): 
SED ooosecescseWerevese $3.00 
DE A cc cncécunedoencecvecds 3.20 
Se Ce vs cucuedeereseeeees 3.20 
CAE CE scunteeetaaneeeseeesn Be 
2-point cattle (special).......... 2.25 
Field Woven Wire Fence (per 100 
rods) 
0 EE ee ee $39.00 
ER er eee 54.75 
 - a 27.10 
US a em 36.15 
Dt ~~ priscessens sobs none dates 35.00 
TD nue eeud ows 4esseceseneeees 48.25 
Poultry 
i. Ce cn ceecuueeseeweeaced $35.60 
a, nn ceeshhauceeeteobsvnwon 43.00 
Dk: De Higeonséuseeteesvesene 48.50 
Steel Fence Posts: Galvanized tu- 
bular. 
2: rrr Ts re 50c. each 
i 2. he ce bee semebtee wee cowed 55c. each 
DM tice teu cwbeukn eneteed 65c. each 
Bright nails, base, per keg, $2.85 
and $2.95. 
The machine is very easy to operate, 


no experience being required. The original 
key is simply clamped on the sliding table 
in front of the cutting wheels. The key 
blank is placed in another clamp directly 
in line with it. Then, all that it is neces- 
sary to do is to follow the guide with the 
original key, and the blank will be cut to 
the exact size of the original key. Any 


EISSER KEY MACHiNg 
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Yale key can be duplicated in 20 seconds, 
while bitted keys can be duplicated in 30 
seconds. From ten to twenty keys can be 
made on the Beisser machine in the same 
time that one key can be made by hand. 
In the case of flat keys, such as safe or 
cabinet keys, four can be made at one 
time. 


Gendron Wheel Company Issues 
New Vehicle Catalog 


The Gendron Wheel Company, manu- 
facturer of the Pioneer line of children’s 
vehicles, Toledo, Ohio, is distributing to 
the trade a new 64-page catalog, fully de-. 
scriptive of the firm’s complete line of 
vehicles for children. 

The book is printed on high quality 
paper, is 1034 by 8% in. in size, and con- 
tains many faithful reproductions (some 
in actual color) of Gendron’s Pioneer line 


‘of products. 
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Our announcement of a month ago to the 
Hardware Dealers of the country advising 
of our having selected the 




















Peninsular Line of 
Paints & Varnishes 


has apparently found them in a very: receptive attitude. 
The interest shown thru responses received has been very 
gratifying indeed, altho really it should not be surprising 
in view of what we have to offer: 


The products of a quality house—one whose standing 
in the industry is very high. 


A complete line of high quality paints, varnishes, stains, 
enamels, lacquers, etc., from one centrally located stock. 


An opportunity to get prompt service with regular hard- 
ware orders on any item, little or much, at a saving of 
time and shipping expense. 


An exclusive agency proposition without direct factory 
competition and showing a real profit is another point 
that appeals to most dealers. | 


Agency arrangements are now being made. Drop usa 


card. 


THE GEO. WORTHINGTON CO. 





Headquarters 


CLEVELAND, OHIO 


We can also offer our 
customers, along with 
the Peninsular Paint 
and Varnish line, the 
famous Rogers Brush- 
ing Lacquer. It is 
known in every home, 
following a most un- 
usual and powerful na- 





BRUSHING, 


LACQUER 


tional advertising cam- 
paign in the leading 


magazines. It has been § 


tried and tested and is 
now well established as 
the leader. You'll find 


a ready acceptance for § 


Rogers. Brushing 
Lacquer. 
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go Matter Where You Are— 








There is a good dealer near 
you who sells 
GENUINE 


ARMSTRONG 


OF BRIDGEPORT, CONN. 


PIPE TOOLS 


For your co convenience—and to save you 


e by shipment from our 

Sasbk . your Se ? ; _ 
MSTFRON 0 

cory eng “ee: ters, Hinged Pipe 


Directing 
Mechanics 


Your Way 


UST as a state highway sign-post saves 
time and trouble for motorists by 
guiding them along the most direct 

route, so does Armstrong advertising save 
time and annoyance to mechanics by 
directing them to the nearest source of 
supply for Genuine Armstrong Pipe 
Tools. 


Visualize what this convenience means to 
a busy Plumber or Steam Fitter, who in 
an emergency, must have certain tools 
without delay. 











These mechanics know they need go no 
further than their local dealer and that 
“Genuine Armstrong” Tools never fail 
in an emergency. 


Please order from the nearest Jobber in- 
stead of sending to us. This saves time 


for YOU. 
The ARMSTRONG MFG. CO. 


Our Only Addresses 
Main Office and Factory 


BRIDGEPORT, CONN. 


New York Office: 181 Lafayette St. 


ARM RONG” 


STOCKS, DIES R.GAS 4~> STEAM FITTERS’ 
TOOLS AND THREADING MACHINES 





















| 





Masculine Stores for Feminine 
Buyers 
(Continued from page 27) 


many, if not more, entrancing looking things standing 
around which I am sure most women would be unable to 
resist if they could only get within reaching distance of 
them. Yet as each store is arranged, or disarranged, 
one has to climb over electric heaters, stoves, sleds, dodge 
under bird cages and slither around towers of teetering 
pails in order to reach most of the merchandise. This 
is a little discouraging and often not worth the trouble. 
[ suspect that if one pile of things started to slip, the 
contents of the whole store would come racketing down. 
it’s a nervous feeling; no one likes to tempt Providence. 

How a display artist must writhe in mental anguish 
on entering one of these stores. The merchandise gives 
the general impression that it has been thrown into the 
establishment from across the street. And yet I think 
it is generally admitted nowadays that such confusion 
is not conducive to sales. It is certainly not appealing 
to that great majority of women who have an ingrained 
feeling for order and cleanliness. 

Besides, a woman shopper is very different in tech- 
nique from a man. He will usually take the first thing 
he is shown so long as it appears to fit his purpose. She 
wants to be sure there isn’t something of the same sort 
a little better, and so she likes to inspect all the different 
types and price ranges of the merchandise she is going 
to buy. The arrangement of most of these stores makes 
this impossible and the result is that a woman frequently 
leaves with the feeling that she is not getting just what 
she wants. 

I have noticed that most of the women who come into 
these stores make their purchase and depart as quickly 
as possible. Though the lingering customer should be 
the most profitable, there is little in the hardware atmos- 
phere to make a woman linger. On the other hand there 
are almost always a few idle men lounging against the 
counters. They are not always buying—more frequently 
they just stop in to talk; something in the tone of the 
place makes them feel at home and they stay and chat 
for a while. Their presence adds to the already strong 
impression that such stores are for men. 

Recently I tried, foolishly perhaps, to make something 
that required little metal racks, gadgets to fasten the 
racks to a board, something with which to make a neat 
little hole through the board and a number of other 
appliances for which I had no names. I climbed around 
my local hardware store trying to pick the things out. 
I tried to describe for what I wanted to use them. The 
several clerks in the place were duly interested and 
amused. 

“T bet,” said the owner at last, “I bet you’re making 
somethin’ to patent that you won’t tell anybody about.” 

I didn’t mind particularly, and yet I feel quite sure 
that one of the first principles of good salesmanship 
is not to laugh at the customer or make her feel self- 
conscious and conspicuous. As it happened, I forgot to 
get something I needed and I actually didn’t have the 
courage to return there for it. I went to another store. 

I don’t think any of these things I have mentioned 
would be particularly difficult to correct. A little of 
the art of selling to women should not be hard to learn. 
These retailers carry such a vast amount and variety 
of stock that it seems almost impossible to arrange it 
effectively. But why, if they carry several types of 
drinking glasses, do they put out scores of_each, piled 
on top of one another, lumped together, tumbling over ? 
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The whole effect is confusing and makes it easy for 
everything to get dirty and unattractive looking. Why 
don’t they display only a few of each article and so make 
it possible to arrange each in such a way that a cus- 
tomer could get within sight of them? One bird cage, 
not five; a few pails, not leaning towers of them, and 
each would have a greater appeal. 

Here is another point. I have seldom encountered a 
woman clerk in one of these stores, and yet I am sure 
I could explain my needs more easily to her than to 
most of the men. Her presence alone would be en- 
couraging. She would understand what I wanted to do 
with the kitchen sink and the mop and broom closet. 
Perhaps she would sympathize with my inability to name 
tools, whereas most men are so familiar with them that 
they cannot help but look a little disgusted or amused 
or bored with an individual who is ignorant on the 
subject. 

The general tone of too many of these stores is 
metallic, heavy, colorless and forbidding, from the point 
of view of a woman. It is just the place for that man 
who is suffering from too much feminine atmosphere. 
And yet it is just the place where the advertisements of 
‘many manufacturers are trying to induce women to go. 





Eskimo Flappers Prize Flashlights 





A flashlight is just as intriguing to an Eskimo in broad 
daylight as it is on the darkest night. For proof of this, 
study the smile of delight on this Eskimo flapper,—the 
picture was taken in North Star Bay, Northern Green- 
land, late last summer, just after the young lady had 
purchased two Eveready flashlights from members of 
the American Museum Greenland Expedition. 
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The World Moves Forward 


Winslow’s New Idea Tube 


Design 


Comfort 


Skate has gained 


instant recognition! 


Strongest and raciest, its torpedo- 
like design proves on sight that it 
has been engineered to give sym- 
metry and beauty as well as abso- 
lute rigidity, all around strength 
and lightness. 


The comfortable heel bearing--— 
the same as in every day walking 
shoes—gives additional individu- 
ality to Winslow’s new skate com- 


bination. 


Winslow’s New Idea Tube Skate design was completed 
two years ago, but it was not until practical use and tests 
throughout two entire seasons had established a new high 
level in speed, edse and safety in Tube Skate combina- 
tions that the Winslow Trade Mark was placed upon 


them. 


Hockey or racer, nickel plated or aluminum finish, 
also wider runner combinations and clamp models. 


Over seventy years continuous manufacture of ice and 


roller skates. 


The Samuel Winslow Skate Mfg. Co. 


Worcester, Mass. 


New York Office, Sales and Stock Room, 85 Chambers St. 
Pacific Coast Sales Agent, Phil B. Bekeart Co., 
717 Market St., San Francisco. 
Southern Representative, Henry Keidel & Co., Ine., 
405 Redwood St., Baltimore. 














WINSLOW'S 
Skates 


























68 HARDWARE AGE 








You Cant Keep a 
Good Wrench Down 


and TRIMO has 


always been good / 






The customer who 
knows wrenches will 
ask you for a Trimo. 
Give him what he 
wants! Heknows how 
well a Trimo can do 
Strong, de- 
really 


his jobs. 
pendable and 
finely made—Trimos 
have made a name for 
themselves wherever 


wrenches are used. 


And wherever wrenches are 
used, we are advertising Trimos 
—telling your customers to de- 
mand the best. See to it that 
they get Trimos when they want 
good wrenches. 


Send for Catalog No. 3 
of TRIMO Tools 


TRIMONT MFG. CO. 


Roxbury (Boston), Mass. 


America’s Leading Wrench Makers for Nearly 
Forty Years 
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What the Hardware Council 
Is Doing 


(Continued from page 32) 


and the kind that is most useful be distributed more 
closely in accordance with the wants of customers, whole- 
sale and retail. 

“Retailers and wholesalers should make full and intel- 
ligent use of material suitable to their business, advertis- 
ing such articles as show them a reasonable profit, in 
order to turn their way the sales stimulated and fostered 
by manufacturer’s advertising.” 

How many retail hardware merchants are fully and 
intelligently using the worth-while advertising material 
sent them by manufacturers? How many manufactur- 
ers are studying the individual requirements of mer- 
chants and sending out their advertising material in the 
proper quantities to the right merchants? We have in 
mind numerous heaps of unused advertising material in 
back rooms and basements. We also have in mind hun- 
dreds of waste baskets into which are dumped high-priced 
circulars and pamphlets illustrating merchandise that 
does not fit the merchant’s requirements. 

Be that as it may, the Hardware Council is digging 
up facts for the consideration of all branches of the in- 
dustry and merits the cooperation of the trade as a whole. 





Knowing What the Public Wants 


HE big part of a merchant’s job is knowing what 

the public wants, but he should be able to ascertain 
when the public ceases to want it. Certain lines of goods 
have a vogue and as surely lose their appeal and the 
merchant who does not keep a watchful eye on the 
demand and inquiries for goods will sooner or later be 
caught with stocks that he cannot get rid of. These are 
the real losses in doing business. When the sales’ on 
any item show a continued falling off in spite of efforts 


_to move it, keep the stocks of that item at a minimum; 
| but on the other hand, when sales or demands show a 


steady increase, stock to fit that demand. Don’t lose 
sales by being out of goods. Lost sales mean lost cus- 


_ tomers in a remarkably short time. 





Painting an All Season Activity 


[MIX was when selling paint in the winter time was 
looked upon by the merchant as next to impossible 
and the clerk who tried to interest a customer in a can 
of paint at that season was a waster of valuable time. 
In some stores this point of view may yet exist, but the 


fact is that it is fast fading away and making room for 








the idea that painting is an all-season activitv. With a 
little imagination this trend can be furthered. 

In every household there are pieces of furniture to be 
repainted, and it is also true that because of the stren- 
uous seasons of spring, summer and harvest on the farm, 
time between seasons could well be utilized for home 
painting and decorating. This idea could be broadcast 
by means of direct mail pieces. 

Farmers could be educated to preserve their imple- 
ments and vehicles by “saving the surface” with paint. 
This, too, in the “off’’ seasons. 

Just now people are commencing to brighten up and 


paint will move in its natural “seasonal activity,” but do 


not let up on the selling of paint and lacquers just be- 
cause the “season” is supposed to have passed. There 
is painting to be done at all times. 
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What Kind of Initiative Do 


You Possess ? 


1. Do you wait to be told what to do several times | 


before you contemplate action? 

2. Do you reason that having waited so long, you 
might as well wait a little longer 

3. Do you see things to do yourself, or let the other 
fellow discover them? 

4. Do you see what ought to be done but lack the 
pep and the push and the courage to make a beginning ? 

5. Do you make frequent beginnings and fail to push 
things through to the point of real achievement? 

6. Do you see what you can do, and are you enter- 
prising enough to go ahead and do it? 

7. Have you sufficient initiative to make use of the 
ability, energy and activities of others? 

8. Are you able to subordinate in a proper manner the 
will of others to your own will? 

9. Are you able and prepared to take advantage of op- 
portunity and circumstances ? 

10. Are you able to supply yourself and others with 
inspiration and enthusiasm enough to tide over, hard 
places ¢ 

11. Are you able to carry on despite apparent set- 
backs ? 


12. Can you keep out of ruts? 


If you have climbed one by one up those twelve rungs | 


of the ladder, you possess initiative which will count in 
making you a leader among men—an executive of the 
first water and a success financially. 

—Fumes and Flashes. 


Who Remembers ? 





We look back over Time and we tremble before the | 


swift, sure, march of Progress. We behold the sewing 
machine and we see millions of human feet released from 
the slavery and drudgery of foot power by the science 
of automotive power. We see whaling oil give way to 
kerosene and kerosene to the modern electric light. 

We talk through the air—we fly through the air—we 
send pictures through the air—and even today we are 
being promised that soon we shall see each other through 
hundreds of miles of space. 

Telephone—telegraph—electricity—harvester machine 
—automobile—electric refrigeration—washing machine 
—millions of man-made slaves created by the mind of 
man and the muscle of man, in order that the mind may 
be free to learn and grow. 

Millions of us know the most popular movie star— 
the leading home-run hitter—the witchery of the latest 
love triangle. How many of us know the romance of 
science? How many of us know the names—the strug- 
eles—the courage ‘and fortitude of those who brought 
these blessings of civilization ? | 

Only yesterday I heard from the lips ot a great leader 
in industry the tremendous romance of an old man in 
New England at work day and night in his laboratory, 
solving—curing—improving—the problems and _ trials 
of industry in order that tomorrow may be better than 
today. 

Millions have profited from his work. Perhaps only 
a hundred know his name. What a wonderful thing it 
is to realize that science and industry and invention need 
not—nor wait not—nor care not—for the applause of the 
multitude —The Shaft. 
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Grinders & Vises 


Build Goodwill & Dealer Profits 






The Housewife 
can sharpen 
correctly on 
the Gem 








The IMMENSE DEMAND for the NEW 
MODERN GEM Household Sharpener is 
AMPLE PROOF. 


Like all Tool Sharpeners and Vises 
“Made by MODERN at Milwaukee,” it’s 
“Mechanically Right.” No griefs—just 


satisfied, boosting customers. 
MODERN Products sparkle with Quality 


—they add strength to your prestige—and 
a goodly profit to your daily business. 





window displays, newspaper cuts 
or literature with your imprint. 


{| vntew NOTE: Write us “=f 


See your 
Jobber 
about our 
complete 
line of tool 
Sharpeners 
and clamp 
vises, or 
write us 





Model ‘‘B’”’ Vise M741 


MODERN GRINDER MFG. CO. 


Milwaukee, Wisconsin 


74-76 Murray St. 34 No. Clinton St. 
New York City Chicago, Ill. 
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ALL-STEEL SPECIALTIES 





Trowels and Weeders 





Hand Weeder 





Heavy Duty Dust Pan 







Dandelion Weeder 






Moe’s SAMPSON 
FIRE SHOVEL 


Here are a few of our heavy steel hardware specialties. 
Made of smooth, hard metal, all in one piece, no loose 
wood handles, and beautifully finished in baked black 
enamel. 


Strong and rigid tools. You will like them. 
Write for Catalog and attractive prices. 


HoEFT & COMPANY 


2305 Davis St. North Chicago, III. 











The Blade With the Reputation” 


Makers Since 1883 


CLEMSON BROS., INC. 
Middletown, New York 





“HISTORY ” 


(Continued from page 29) 


McMaster said that he did not understand Washing- 
ton’s inner life. That is why he called him elusive. The 
inner life of a man is the stream of feelings and impulses 
that flows through his soul. It is a dim and chaotic 
mingling of doubts and desires, perceptions, intuitions, 
dreams and hopes. From this inner life come the mo- 
tives that impel the personality, but before these im- 
pulses become visible in action they are molded by the 
will and whittled down into presentable shape by the 
reason. 

Everybody is supposed to have more or less inner life 
—at least, I believe that is the prevailing opinion—but 
men of rich experience in the world know that the total 
volume of inner life is unequally distributed. Writers, 
historians, philosophers and men of that tribe have more 
inner life than they really need. On the other hand, 
there are many people who could take on a large amount 
of inner life without being harmed at all. 

McMaster thought that Washington’s inner life had 
never been understood and probably never would be. 

From him we get the impression of a great human 
figure, sitting in dusky isolation, like a heroic statue in 
an empty plain. ‘To reach it we must travel a road that 
has been worn so deep by McMaster, and Irving, and 
Sparks, and Wilson, and Lodge—and innumerable others 
—that we cannot see over its sides. It is cluttered with 
the prayer tablets of the pilgrims who have preceded us; 
and we are out of breath from climbing over the hurdles 
of reverence and fancy. We approach on tiptoe; we 
utter the sibilant whispers of awe. 

No wonder Washington’s character appears elusive. 
Anybody’s would under the circumstances. 

But suppose we get out of the road and, going straight 
across the field, walk up to Washington as one man walks 
up to another. Doing that, we shall find that he is not 
nearly as elusive as he seemed to be. 

The background of elusiveness has been painted in the 
picture by biographers who have looked into Washing- 
ton’s soul for the quivering inner life which they them- 
selves possessed. When they did not find it there they 
lost their bearings and ran around in circles. 

Washington’s mind was the business mind. He was 
not 4 business man, in the modern sense; he did not live 
in a business age. But the problems which he under- 
stood, and knew how to solve, were executive problems; 
and he approached them in the great executive manner. 

His type of personality is not uncommon in America. 
There are many Washingtons among us today. I know 
six or seven myself. Such men are usually found in 
executive positions in large-scale industrial or financial 
enterprises. 

It is not the highest type of mind. Far from it. But 
it has a certain hard greatness of its own. 

Washington was an intense realist. 

The realist is often an individualist ; the two qualities 
seem to be linked together. Washington was both. 

If you are a dreamer, as most people are, playing in 
secret with butterfly fancies, you may find it difficult to 
understand what true realism is, for even the most mat- 
ter-of-fact conceptions of the imaginative life are glazed 
over and softened by delicate mind-colors. 

The mind of the realist revolves around men and 
things. He likes to bend men to his will, and he likes 
to possess things, but he has more pleasure in getting 
things than he does in owning them. He likes to play 
with things as the dreamer plays with ideds. In war he 
is on his highest plane of being, for there he is able to 
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use men in packs and hunt with them as one hunts 
with dogs. 
When there is no war the realist tries to create the 
similitude of one. He contrives to have business wars; ' Anchor Brand 


campaigns in which salesmen are the soldiers, and in 
which the objective is the defeat of business rivals. And 


in the intervals he engages in war on animals, or on t 
something else—on works of the imagination which he Clothes Wringers 
happens to dislike—on people who hold opinions differ- ARE 

ing from his own. Sometimes he organizes laudable wars The Best _ 

against disease or poverty, and then the realist is at his ™ a 

best. He has a constructive as well as a destructive side, Wringers 


and his two opposing impulses are intermingled and con- 
fused. But his wars are always physical wars. He 
does not fight with ideas, but with material force of one 
kind or another. 

Washington possessed the superb self-confidence that 
comes only to men whose inner life is faint, for the 
inner life is full of nameless doubts. In the desperate 
days at Valley Forge, when the British held Philadel- 
phia, and it seemed to most men that the American cause 
was slowly dying of cold and hunger, Washington wrote 
to John Parke Curtis: “Lands are permanent—rising fast 
in value—and will be very dear when our independency 
is established.” 

He had the great qualities of confidence, courage, per- 
severance, fortitude—and, even more, he had good luck, 
without which these qualities would have been unavail- 
ing. We have seen that, in a critical moment of his 
young life, he met Lord Thomas Fairfax. We shall see Anchor Brand 
soon that, in another moment, he will meet and marry the 
wealthiest woman in Virginia. 

And there is to come another crisis, later in life, when Levell Meunfecteine Co Erie. Pa 
action merges gradually into ideas. The day of action ine ee 
will be over, and whatever is to be done must be done in 
the arena of thought. We shall see Washington stand- 
ing in that arena, blinded by the glare, but it shall be his 
good luck to have at his side, and attached to his cause, 
a youth named Alexander Hamilton. 

However, we are running far ahead of our story. 
Hamilton is not yet born. In a distant Caribbean island 
which stands in a sapphire sea, and looks like something 
made of jade and ivory, there is a rich middle-aged Jew 
with a young wife. Through the close-drawn lattice win- 
dows she watches for the coming of a handsome ne’er- 
do-well Scotchman. Philandering sometimes has very 
tangible results. It did in this case, and the result was 
Alexander Hamilton. His mind had the lucidity of 
crystal. His ideas fell on the slow-moving mind of 
Washington as sunlight falls on houses in Spain. 


* * * 


Now, just study the above chapter. Note the clear, 
definite style in which it is written. Whether the author 
is right or wrong in his analysis of the character of 
Washington, it is certainly a keen analysis. This chapter 
certainly will give you something to think about—not 
only as regards Washington, but as regards the other 
men living around you today, also as regards your own 
self. 


Haha 


serrate. 





The Best Wringers Made Are 


Largest Manufacturers of Clothes Wringers in the World. 












Toughness 
is all right in 

the right spot and 
Indiana Steel, rolled 
here for our own shovels 


Then, I am constrained to quote from a chapter about 
: . ; . dh b tent, 
Benjamin Franklin. Somebody has called Franklin the tough. Indiana shovels wear. Send 
first civilized American. Franklin no doubt has appealed sacle 
to the world, not only on account of his transcendant 


abilities, but also because he was so very human. In The Indiana Rolling Mill Co. 





* * * 









the language of the day, one would say that Franklin, New Castle Indiana 
as he passed through this life, did not miss very much! Affiliated with 

This reminds me of what some wit said about Edward "chen aeee 

VII, the beloved King of England: “He was everything “We roll our own steel’ 








that every Englishman wanted to be but feared to be!” 
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Thruout the Entire Season 
Crackproof Garden Hose 


is advertised in the 


Ger ey urday Evening Post 
parece ehie This year is Crackproof year 


Write our nearest branch for 
name of distributor in your terri- 
tory. 


PIONEER RUBBER MILLS 
SAN FRANCISCO 


Rapidly becoming the world’s largest 
manufacturer of garden hose. 





BRANCHES 
New York Denver Los Angeles Portland 
Chicago Salt Lake City Seattle Tacoma 











IMPROVED 


PLUMBERS’ FIRE POT 


Plumbers know and buy the DE- 
TROIT No. 50 for a sturdy firepot. 

Built of heavy gauge seamless 
steel. Welded bottom. Brazed 
fittings. 

Easily cleaned generator. 

Catalogue H describes full line 
of torches. 


Detroit Torch & Mfg. Co. 


Detroit, Mich. 

New York Office: 45 ae St.: Canadian 
Rep., Grant Chater Co., 415 Metropolitan 
Bldg., Toronto. 

Oscar Anderson, 627 Ww. Washington Blvd., 

Chicago, Il. 
Wm. P. Horn Co., Rialto Building, San Fran- 
cisco, Calif. 











American Steel & Wire 


BARBED: Ellwood Glidden, Am. Glidden, Am. Special, 
Waukegan, Baker Perfect, Ellwood Junior, Lym 

NAILS, SPIKES, STAPLES, TACKS, Hot Gaiv’d Nails. 

ZINC INSULATED FEN CES: American Royal, Anthony, 
National, U. S., Monitor, Prairie, Banner. Steel Gates. 

BANNER STEEL POSTS. 

CONCRETE REINFORCEMENT. 

BALE TIES: 4 A eee brands. 

TELEPHONE 

WIRE for ae ines, 


Chicago, New York, Boston 
Denver, Birmingham, Dallas 
U. 8. Steel Products Co. 
San Francisco, Los Angeles, 
Portland, Seattle 


Quick Delivery. Write us for selling plans. 















ACM F THE DOLLAR 
ICE CREAM FREEZER 
The four, handsome, all-metal ACME Freezer 
models make an impressive store display. 
And their gearless construction insures per- 
fect ice cream with customer- 
satisfying ease and speed. 2-qt. 
Bright Galv., $1.00; 2-qt. and 


4-qt. Enam. Galv., $1.25 and 
$2.25; Pint ACME, Jr., 60c. 





FREEZER 


CO } 1140 BROADWAY. NEW YORK,NY 
CO, BUY FROM YOUR JOBBER 
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So here is what Woodward has to say about Franklin: 

“It is now nearly a century and a half since the death 
of Benjamin Franklin, but we may still reach across the 
years and touch him without feeling the sense of dis- 
tance. He is so modern in character that everything he 
wrote sounds as if it might have appeared in last Sun- 
day's newspaper. 

His most interesting biographer called him “many- 
sided,”’ as indeed he was. His range and versatility were 
extraordinary. He was the first American go-getter, the 
first of our shrewd countrymen who began life with no 
capital but ‘a pair of socks and a headache,’ and rose to 
money and fame. 

In his youth, Franklin’s character had not been en- 
tirely admirable, and many of his fellow citizens thought 
it always lacked some indispensable qualities. His father 
was an humble candle-maker in Boston, and Benjamin 
was apprenticed to an elder brother who was a printer. 
He became an egotistical and cocky youth, and a poor 
apprentice ... he had a knock-down fight with his 
brother . . . ran away from home. . . went to Phila- 
delphia . . . seduced girls . . . embezzled thirty pounds. 

Then he threw off these evil ways as one throws off 
a cloak, and set out to make a fortune and a career. 

His printing business prospered. He published news- 
papers, books and an annual periodical called “Poor 
Richard’s Almanac,” in which he printed common-sense 
observations and wise maxims, most of which he had 
paraphrased from Rabelais, Swift and Sterne. He was 
the inventor of the great American Short Cut to Wisdom, 
the founder of the School of Thumbnail Philosophy. He 
understood the common people: he had been one of them. 
He was the first American writer of renown to discover 
that the average man cannot follow any line of reason- 
ing, unless it has to do with money or sex, for more than 
three minutes continuously. Everything he wrote, with 
a few exceptions, was in the form of three-minute essays, 
so he became a sort of eighteenth century Confucius, with 
a dash of Elbert Hubbard. 

But he was of much heavier weight than this observa- 
tion implies. At the age of forty-three he retired from 
business to devote the remainder of his life to scientific 
research. 

This devotion to science was interrupted by long spells 
of political and diplomatic activity—he was a colonial rep- 
resentative in England for ten years, and was for nine 
years in France as our first envoy; but, notwithstanding 
interruptions, he applied himself to science with such 
success that he was the leader of the eighteenth century 
world in electrical discovery. 

He had four distinct careers. In all of them his figure 
is monumental. He was the greatest of the early pub- 
lishers, the most renowned scientific investigator of his 
day, an important American statesman, and by far the 
most successful of American diplomats. As a politician 
he had discovered, as Stuart Sherman says, “the great 
secret of converting private desires into public demands,” 
and that is the essence of American politics. And there 
was his literary career, besides. In that field he attained 
such a luminous celebrity that his mantle, worn rather 
thin, has been passed on from one generation of authors 
to another. Today, torn into scraps, it adorns the per- 
sons of forty or fifty newspaper column writers. 

In this prodigious life there is hardly a trace of effort. 
He was indolent by disposition and calm in manner. His 
scientific experiments were really a kind of play, and he 
went about the solution of problems with the utmost 
simplicity and directness. Everything he knew had been 
gathered by reading or observation. He was without 
intellectual traditions. In their place he had the indestruc- 
tible sanity of the self-taught. His most striking charac- 
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teristic was a flaming curiosity. But he was never in- 
terested in an idea simply as an idea. He cared only for 
conceptions that could be turned to practical use. His 
mind stood permanently at the metaphysical zero. 

Physically, he was a large, broad-shouldered man with- 
out sharp angles. A smooth, rounded sort of man. There 
was probably a good deal of the feminine in him. 

Franklin and Jonathan Edwards, both powerfully in- 
tellectual, existed in different intellectual worlds. Like 
Washington and Jefferson, Franklin was a deist; which 
means that he had no religion at all, but only a code 
of behavior. 

He was a firm believer in chastity and moderation, but 
he was not a fanatic. Like Samuel Butler, he believed 
that vice has a purpose, and that its true function is to 
keep virtue within reasonable bounds. During the year 
his illegitimate son was born, Franklin was deeply ab- 
sorbed in a plan which he had conceived of writing a 
literary work to be called “The Art of Virtue.” He in- 
tended to indicate how the virtues might be acquired— 
the way to be frugal, chaste, temperate. But the plan 
was never carried out, though he fumbled with it for 
years. 

Instinctively a ladies’ man, his love affairs run through 
his life side by side with his homely philosophy and his 
scientific experiments. He admired women and under- 
stood them thoroughly. He was the kind of man to 
whom women tell their troubles on first acquaintance. 
Many women, who would not think ordinarily of any 
kind of philandering, allow men of this type to make 
love to them as a matter of course. 

Despite his wide popularity, many Americans consid- 
ered Franklin and his friends a lewd lot of people. To 
the end of his days the aristocratic section of Philadel- 
phia called him a “sly old rogue,” and would have nothing 
to do with him socially. Such a posture seems rather 
absurd, for when Franklin returned from France at the 
close of the Revolution he was undoubtedly one of the 
most illustrious persons in the world. Washington was 
the only man in America who was on his level, and 
Franklin was received everywhere in Europe and in 
America—outside of Philadelphia—by people in the high- 
est social circles. 

* Ok Ok 

Just inside of the iron railing on Arch Street, in Phila- 
delphia, Benjamin Franklin is buried. There is a large, 
flat slab of stone over his grave. In the old days, when 
[I used to go to see T. James Fernley at 505 Arch Street, 
I always made it a point to walk to this iron railing that 
stood nearby, stand at the bars and gaze at the grave of 
this great American. 

e * @ 

I have always thought that of all characters in history, 
I myself would rather have been Benjamin Franklin 
than anyone else. He was a business man, a literary 
man, a statesman and a diplomat. He lived four lives, 
as told in the above chapter, and he lived each one of 
them fully-and completely. But beyond and above all, 
even in his old age, he never lost his keen sense of 
humor. It certainly must have amused him when the 
people in the highest social circles of Philadelphia 
snubbed him. After all, there is an aristocracy of the 
intellect. 





A tree can be no better than its roots. Likewise—a hardware 
business can be no better than its roots—the men who come 
in contact with the buying public and draw from it the sales 
upon which your success depends. 

Nourish the roots of your business. Cultivate and educate 
the men behind your counters so that your business may develop 
in service to your community and in profit to you. 
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GREEN’S 


Improved 


i STOCK. BOXES 


For the convenient hand- 
ling of shelf hardware. 
A strong, attractive box 
at low cost. 


Made in an assortment 
of sizes to fit every hard- 
ware need. 


Write for NEW Illustrated Price List 


THE GREEN CO., 250 W. 57th St., N. Y. 
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Chester, Conn. 





36 
Attractive 
10c 
Metal Boxes 
VY,” Nickeled 
Steel Thumbtacks 
“in Display Carton “J” 
$2.25 
Send for illustrated 
folder and Price List 


of every kind 
Thumbtack. « 


Samples of White 
Enamel Cup 
Hooks on 10c. 
Cards on 
Request. 


Moore Push-Pin Co. (Wayne Junction), Philadelphia, Pa. 














Door Checks for Screen Doors 


Don't overlook the Spring sales pos- 
sibilities for Door Checks for Screen 
Doors. The IMPROVED B.K.S. 
Door Check is easily applied, 
and is fully guaranteed. Ac- 
curate adjustments by side 
screw and lever. <A _ power- 
ful, durable check. 

Retails at a price people are 
glad to pay. Fine bronze 
finish. All sizes for all doors. 
Serviced 100%. Parts and 
brackets always in stock. 
Write for Discounts now. 


United Hardware & Tool Corp. 


74-76 Reade Street 
NEW YORK CITY 
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The lady shopper had ordered about everything hauled down 
from the shelves. 


“Tt don’t see just the right thing,” she decided at last. 


to surprise my husband on his birthday.” 
“Well,” suggested the exhausted clerk, “why don’t you hide 
behind a chair and yell ‘Boo!’ at him?” 


Mistress—“Can you explain why it is, 
Mary, that every time I come into this 
kitchen I find you reading ?” 

New Maid—‘“It must be those rubber 
heels of yours, mum!” 





’ 


“Where are you from?’ 
cé > +B] 
Chicago. 
“Let’s see your bullet wounds.” 





Fortune Teller—‘“I see a tall, stout 
woman between you and your husband; 
she follows him about wherever he goes.” 

Client—“I’m sorry for her, then—he’s 
a postman.” 





First—“Have any of your family con- 
nections ever been traced?” 

Second—“Yes, they traced an uncle of 
mine as far as Canada once.” 





Doctor—“I can’t cure your husband of 
talking in his sleep.” 

Wife—“But can’t you give him some- 
thing to make him talk more distinctly?” 


“T wish, Matilda, you would agree not 
to talk when I am driving in traffic.” 

“We can discuss that as we go along, 
Adolphus.” 


Auto Tourist—‘“I clearly had the right 
of way when this man ran into me, and 
yet you say I was to blame.” 

Local Cop—“You certainly were.” 

Autoist—‘Why ?” 

Local Cop—‘“Because his father is 
mayor, his brother is chief of police, and 
I go with his sister.” 








The only time a horse gets scared now- 
adays is when he meets another horse. 





First Salesman—‘So you went through 
France with your samples? How did you 
make out?” 

Second Salesman—“Rotten. Every time 
I handed anyone my card, he thought I 
wanted to fight a duel.” 





“Dear Editor—I am in love with a 
homely girl, but she doesn’t seem to care 
for me, while a pretty girl with lots of 
money wants to marry me. What shall 
I do?” 

“Marry the one you love and send me 
the name and address of the other one.” 


Little Abie asked his father the mean- 
ing of “Business Ethics.” 

“Well,” said his father, “I will explain: 
The other day a customer came into the 
store and bought a pair of $6 shoes. He 
handed me a ten-dollar bill and I started 
for the cash register. On the way over 
I noticed that there were two ten-dollar 
bills stuck together. Here’s where the 
‘business ethics’ comes in—should I tell 
my partner?” 





Firestone, Ford, Edison and Burroughs 
were touring through West Virginia. <A 
light on their car went bad, and they 
stopped at a little crossroads store. Mr. 
ford went into the store to make the pur- 
chase. 

“What kind of automobile lights do you 
have?” said Ford. 

“Edison,” replied the merchant. 

“T’ll take one,” said Ford, “and, by the 
way, Mr. Edison is out in my car.” 

“So?” said the merchant. 

When the light was put in, it was found 
that a new tire was needed, so Ford went 
back into the store and asked what kind 
of tires the merchant had. 

“Firestone,” was the reply. 

“By the way, you may be interested to 
know that Mr. Firestone is out there in 
my car, and that I am Henry Ford.” 

“So?” said the merchant, and let drive 
a long squirt of tobacco juice against the 
wall. 

While the merchant was putting on the 
tire, Burroughs, who had white whiskers, 
leaned out of the car and said: “Good 
morning, sir.” 

The merchant locked up at him with a 
grin full of sarcasm and said: 

“If you try to tell me that you are 
Santa Claus, I'll be damned if I don't 
crown you with this wrench.” 





Customer—“Gee, what smells so bad in 
this store?” 

Hebrew Merchant—‘Oi, oi, bissness— 
it’s rotten!” 





Old Farmer Tightmoney wasn’t stingy. 
He was merely economical in the manage- 
ment of his big farm and all his hired 
hands. One morning, while repairing the 
curb to his underground cistern, he very 
unexpectedly fell in, pulling the rope in 


“IT want 


with him as he went down. Having al- 
ways been a good swimmer, he had no 
trouble in keeping afloat; but the water 
was cold and he couldn’t climb out. His 
wife was helpless alone and without a 
rope. 

“John!” she yelled excitedly down to 
him. “Dll ring the dinner bell so’s the 
boys can come in and pull you out.” 

“What time is it?” he yelled. 

‘“*’Bout eleven o'clock.” 

“No, dang it; let ’em work on till din- 
ner time. I'll just swim around till they 
come.”—Everybody’s Magazine. 





Six-year-old Freddy, bred in the city, 
was on his first visit to his uncle’s farm. 
At breakfast he heard his uncle’s Jersey 
cow had been stolen during the night. 

“That’s a good joke on the man who 
stole her,” was Freddy’s comment. . 

“Why?” asked his uncle. 

“Why, just before supper last night, 
the hired man took all the milk out of 


her.” 
e 


Did vou hear of the two charming young 
women who attended the show together, 
but were unable tu get adjoining seats? 
One C. Y. W., thinking to arrange a trade 
of seats, asked her male neighbor if he 
was alone, and the brute replied: “Fly 
away, Birdie, I got the whole damn family 
with me.” 


Two fishermen were angling in a river, 
when one suddenly dropped his rod. 

“Say!” he ejaculated. “Did you see that 
feller fall off that cliff over there into 
the river?” 

“Don’t get excited, Bill,” soothed the 
other. “Mebbe it was a movie actor mak- 
in’ pictures.” 

“But, my stars! How kin we tell?” 

“Well,” counseled the judicious one, “if 
he drowns, he ain't.” 





Two—er—bachelor girls of somewhat 
advanced years were discussing the ap- 
proaching holidays. 

“Sister Molly,” said the younger, “would 
a long stocking hold all you wish for 
Christmas ?” 

“No, Louise,” said the older girl; “but 
a pair of socks would.” 
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Ohh hy skilled craftsman- 
ship ad a high ideal of 
—_ makes possible 

€ precise uniformity 
and superior finish 


GRIFFIN Hinges se 


RIFFIN 


Manufacturing Ca 
ERIE, PENNSYLVANIA 


Branch Offices__ 
45 WARREN ST. NEW YORK 
74 W. LAKE ST. CHICAGO 
28 BINFORD ST. BOSTON 
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The Magazines are Full of 
BURGESS Advertisements 


grit vipa interesting and edi- 
torially convincing ads like these 
appear in the 87 dominant advertising 
mediums of this country and are read 
in the homes of more than 24,000,000 
families. 


Cash in on this tremendous advertis- 
ing co-operation that every day is build- 
ing greater sales and sincere good will 
for Burgess products. 


Burcess BATTERY CoMPANY 
GENERAL SALES OFFICE: CHICAGO 


Canadian Factories and Offices: 
Niagara Falls and Winnipeg 
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Jhis coupon brings 
a free sample 


of Kester Solder to prove these 
“sales points” 


HERE is but little sales effort neces- 

sary in making a Kester customer. Any 
one of the following features of Kester 
Solder are sufficient to make a quick sale, 
a clean profit and repeat business: 

Z. Kester Solder needs no separate flux— 


it carries its own scientific flux in tiny 
sockets within itself. 


Z,. It requires only heat—a touch of Kester 
* and a touch of heat makes any job com- 
plete. 


3. It saves one-third of soldering time. 
4. Eliminates the uncertain operation of 
separate fluxing. 
& Genuine sulder made of pure virgin tin 
* and lead. 
6. Handy packages, one, five, ten and twenty 
pound spools. 


To prove to yourself that Kester salespoints are 
facts that have built a substantial and profitable 
business for our dealers, we will send you a test 
sample free. Send the coupon today. 
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4205 Wrightwood Avenue Chicago, U.S.A. 
Originators and world’s largest manufacturers 

of Self-Fluxing Solder 
YOUR JOBBER CAN SUPPLY YOU rat 
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HICAGO SOLDER COMPANY ‘) 

















3100 Floor Hinge 


_ An Inside Indication of 
Outside Quality 


People judge a swinging door not by the way it 

looks—but by the way it acts. They have come to 

a outside quality by the reputation of its inside 
xtures. 


Many people know the name “Allith” as the favor- 
ite in the building field. To these the name is 
sufficient. 


Others may not know “Allith,” so to put their 
minds at ease tell them that 


Allith 3100 Floor Hinge 


(Patent Pending) 


has carefully machined and hardened moving 
parts to insure smooth, easy operation and long 
wear. That all fixed parts are rigidly connected. 


Ball race serves as bushing—prevents wear at 
vital points where frame revolves on post. 


_Ball bearings support the door and absorb the 
spring thrust. Operate in an enclosed steel ball 
race. Protected from dust and moisture. 


Side plates measure 2% by 9% inches. 


All parts are rigidly assembled. Long wearing 
hinge that won’t work loose. 


Best oil tempered steel wire compression spring. 
Large diameter, smooth and positive. 


Plunger has a rolling sliding action against roller 
bearings. 


Fits either right or left hand openings. 
Holdback keeps door open at a 95° angle. 


It’s a pleasure to sell—and simple to install. And 
once in the door you never hear from it again. 


Every architect, contractor, dealer should have the 
A-P catalog as a handy reference guide to better 
building and garage door hardware. 


ALLITH-PROUTY COMPANY, Danville, IIl. 


Manufacturers of 


Garage Door Hardware Spring Hinges Door Hangers 
Fire Door Hardware Overhead Carriers Rolling Ladders 
Manufacturers of the finest line / 











of Garage Door Hardware 
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MYERS 
LONG STROKE 





EAR 
DOUBLE ACTING 
HOUSE FORCE PUMP 
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UALITIES that 

attract attention 

and create business— 

Myers House Pumps 

have an abundance of 
them. 


No. R Assortment (Illustrated) 


One of a variety of assortments put up 
on attractive display card, for dog collar 
use. 

Always a money mak- 


The : ; 
MYERS COG GEAR ing line for dealers there 


BRASS CYLINDER is satisfaction when sell- 
PITCHER PUMP ; 
ing them. 


Cast brass and wrought brass locks in 
various shapes. All attractively finished. 
Popular prices. 












Full information from jobber or direct Distinctive in design and 











from us. finish—refined and built for 
lasting service—sold and in- 
The Eagle Quality Line stalled at a better margir 
Night Latches Cabinet Locks of profit—the cycle is com- 
Trunk Locks Store Door Sets plete. 
Front Door Sets Padlocks There is not another line 
Wood Screws to choose from like the 
MYERS. Why look further? 
Eagle Lock Company We are ready to send 
General Sales Office literature and quote—your 
aeavecwee 20 Warren St. New York a... seem inquiry is solicited. 
Branches—521 a S fg em Pa. 
177-179 N. Franklin St., Chicago, II. co. 
114 Bedford Street, Boston, Mass. HEF. E. MYERS & & BROS 
AGHLANDS BUMP AND 2 HIS. ‘a woRKs 








Works at Terryville, Connecticut 
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This Catalog 


saves and increases 


Profits! 





HE New Deming Catalog is 

truly a masterpiece of scientific 
listing, illustrating and description. 
At last you have available a catalog 
that instantly gives you all the data 
necessary to estimate and answer 
every pump question. 


By having the information de- 
sired instantly at your finger tips 
you save time—which is money. By 
having all the data costly omissions 
are avoided and money saved. 


Send today for your copy of this newest 
and best Deming Catalog and let it prove 
its ability to make some money for you. 


MANO AND POWER PUMPS FOR ALi USES 


$% 


” ¢ 
o  ¢@ 
fo Clip *o. 
e Now! e 


THE DEMING CO., Salem, Ohio eo 
2 Please send me Deming Catalog No. 27. ~s 
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GET YOUR SHARE 


Since the firsts PENNSYLVANIA Lawn 
Mower was built, 1877, each year has seen an 
improvement in PENNSYLVANIA Quality, 
an expansion in PENNSYLVANIA advertis- 
ing and an increase in PENNSYLVANIA 
Sales. 


If you want to be sure of your share of this 
year’s increase, send today for our big FREE 
package of 1927 Sales Helps. Be sure to 
mention, when you write, the names of the 
PENNSYLVANIA brands you stock and 
the jobber from whom you buy. All con- 
sumer literature will be imprinted free if you 
will enclose a proof of the imprint desired. 


Pennsylvania Lawn Mower Works 
1615-35 North 23d St., Philadelphia, Pa. 








The SUPER Great American, with all 
the advantages that have established 
the world-wide reputation of the 


Great American Mower, has the two 
new special features of Steel Axles 
and Roller Bearings in the Drive 
Wheels. And, of course, you can ob- 
tain the reguiar Great American 
model, 














Quality 
LAWN MOwW ERS 
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Broken down—in his prime! 


Poor fellow. He caved in before he hardly got 
started. Couldn’t stand the gaff. 


Truck hospitals are full of these failures. And 


- Mg 
| - | 
p , they are costing truck users thousands of dollars. 
eG 


AN D The Anchor Truck has solved the problem. Made 


of steel throughout. Has no wood to splinter or 
} U OLVENT break. Only a few parts—practically nothing to 


get out of order. 




















































Made in a wide variety of types and sizes. 


A quick-selling lubricant | Your truck customers will welcome this Anchor 
Truck. Ask your jobber for complete information 


ny uses in the home , 
that has many uses or write to us for Catalog 101. 











or office. | 

Containing . Dixon’s Flake ANCHOR POST FENCE COMPANY 
Graphite, it is unexcelled as 9 East 38th St., New York, N. Y. 
a lubricant, while a few drops Branch Offices in Principal Cities | 


will loosen rusty nuts or bolts. 
The value of flake graphite as 
a lubricant is well known in 
mechanical fields. The high 
quality lubricating oil carries 
a charge of graphite to every 
moving part and provides bet- 
ter and longer lasting lubrica- 
tion than possible with oil 
alone— 
























AW Steel 
TRUCKS 



























VACUUM 
CLEANERS 


The new 3 oz. can is packed 
one dozen to an_ attractive 
carton which may be placed 
on counter for display and easy 
sale. 





1! f 


Ask your jobber or write for 
prices and further information. 


Joseph Dixon 
Crucible Company 


Jersey N New 
City YS MARA Jersey 





18.7 One Hundredth Anniversary 1927 
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DIXONS 
FLAKE GRAPHITE 


SPRING OIL 


AND 


RUST SOLVENT “= 
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STRONG as steel —— LIGHT as wood.’ 
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A Winning Hand! 


When you hold 
a hand like this 


It means 


sure ladder SALES, 


Because BABCOCK 
stands for STRENGTH 


And our SPRUCE 
never fails. 


It’s all AIR DRIED. 


Ladders for every need. 
We pay the Freight. 















a 





W. W. BABCOCK CO. 
Bath, N. Y. 














IT’S NEVER TOO LATE 
TO LEARN! 


After you read your copy 
of Hardware Age, go 
through it again and see 
how many of the merchan- 
dising ideas, stories and 
editorial hints you can try 
in your store. Remember, 


- ees 
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Even the best of us can 
profit by observing what 
the other fellow is doing. 
This is particularly true in 
the hardware business. We 
have often been told of the 
successful outcome of some 
merchandising idea that 
was prompted by a Hard- 
ware Age story. 


something new is always 
interesting. You'll find 
plenty that is new in Hard- 
ware Age. 


HARDWARE AGE 


239 West 39th Street 
New York, N. Y. 
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CORBIN 


Weed Screws 
Drive Serews 
Ceach Serews 
Machine Screws 
Set Screws 

Cap Screws 

Saw Screws 
Thumb Screws 
Hand Rail Serews 


Special Automatic Serew 
Machine Predsets 


Steve Belts 

Tire Bolts 
Agricultural Bolts 
Sink Belts 

Hanger Bolts 
Machine Screw Nate 
Stove and Tire Belt Nats 
Semi-Finished Nuts 
Castellated Nets 
S.A.E. Nuts 

Jack Chain 
Plumber’s Chais 


aa. UNIFORM QUALITY and ADEQUATE STOCK 


Furnace Chais 


ag i sig The CORBIN SCREW CORPORATION 


Escutcheon Pins The American Hardware Corp., Successor 
Speedometors NEW BRITAIN, CONN. 


Warchouses—New York, Chicago, Philadelphia 
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Western Factery—Dayton, Ohie 




















“Perfect 





PONTO WATT 


The “Customers” Who Send a Friend 


Some of those ‘‘Customers’’ we have been: mentioning 
here week after week are getting into action. We under- 
stand they have been boosting “Perfect” Screen and Hard- 
ware Cloth. All the neighbors are talking about its quality 
and fine appearance and passing it on to their friends. 


It started some time ago when our Dealer Friends in- 
sured themselves against dissatisfied cttstomers by selling 
better Wire Cloth. 


And now all their efforts are being rewarded by repeat 
sales and new customers. 


[f you are not meeting these folks ask your Jobber to tell 
you about “Perfect.” 
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LUDLOW-SAYLOR WIRE CO. 


Galvanized st. Louis, Mo. Painted 
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72% Greater Holding 
Power Than Wire 
Nails. Won’t Split the 
Wood. Heads Stay on. 


Send for Quotations 


READING IRON 
COMPANY 


Reading, Pa. 
Makers of Cut Floor Nails, Rico Hard 
Floor Nails, Large Head Cut Foundry, 
Headless Cut Foundry, Black and Gal- 
wcanized Cut Shingle, Cut Clinch and 
Hinge Nails. / 
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MANUFACTURED BY 






G.F. WRIGHT STEEL & WIRE CO. 
WORCESTER. MASS. 








CUT NAILS | 














MEASURING 
TAPES, 


K & 





‘Pus attractive display tray 
together with the unusual 
qualities of K & E Measuring 
Tapes is a combination that 
never fails to sell. 


llere is a real source of profit for every 
hardware dealer. 


Our “Endfastener’’ (Pat. Applied For) 
as furnished with our “Home” Steel 
Tape is a new valuable improvement 
that makes sale after sale. Write for 
full information. 


- KEUFFEL & ESSER Co. - 


NEW YORK, 127 Fulton St. Garerel Office and Factaries, HOBOREN,N. SJ. 
CHICAGO SAN FRANCISCO MONTREAL 
$16-20 S. Dearborn St. 30-4 Secand St. 5S Notre Dame St Ww 


Drawing Materials * Mathematical and Surveying instruments * Mensurin3 Tapes 














Accounts 
Wanted 


Are you desirous of secur- 
ing good Sales Accounts to 
handle ona commission 
basis ? 


If so, look over the ads in 
the ‘‘Classified Opportunities 
Section’’ in this paper. 


It’s the place to find them. 
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As strong in the favor of those who know 
good tools as the steel from which it is made 


The long established reputation of Coes All-Steel Wrenches is one of the 
greatest assets of the dealer who sells them. Those who know the Coes will 
ask for it. Coes enthusiasts make more sales for you by telling their friends 
to buy the Coes. 

Put the reputation of Coes wrenches to work, making profits and friends 
for you. You'll soon be a Coes booster yourself. 

The Coes All-Steel Wrench is made in sizes from 6” to 21”. Your 
jobber will supply you. 


COES WRENCH COMPANY 


“In business since 184]” 





Worcester _— 

uy J. C. McCarty & C 
@talog , » & McCarty O............29 Murray Street, New York 
er Selling Agents John H. Graham & Co... ..113 Chambers Street, New York 
Fenwick Freres................8 Rue de Rocroy, Paris, France 
























Greater Values as the Result 
of Intensive Specialization! 


Double testing, extra heavy materials, pace making 
design that assures superlative efficiency—all these 
sales compelling features—embodied in each Lowell 
Sprayer cost you nothing extra. 






LOWELL 





Lowell’s intensive specialization in the manufacture 
of hand and compressed air sprayers exclusively, 
huge mass production and highly developed auto- 
matic machinery designed by Lowell engineers 
have made possible this added value without 


increasing their selling prices over ordinary 


SPRAYERS =e 


. ON Do ry} b Y/ (4 = Ss ide | | 2 its stock the Lowell ine 
Guarantee rite now anrane prices. 
Lowell Specialty Co. 
Ag OM NL AY t D efects Lowell Seiten 


——————— 
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The Strength and Durability of things that are 
made to last and to stand hard service are embodied 


in the construction of Falls City Tackle Boxes. | 


Send for a Sample 





Stratton and Terstegge Company 
Incorporated 


Louisville, Kentucky 























Sell Them 


Combination Service 


Be Wrench 


MARK 


A practical and convenient tool 
that increases the usefulness of a 
wrench. 


Strongly constructed for gripping 
and holding both round and square 
parts. 


Eliminates lost time and_ the 
bother of carrying two wrenches 
on one job. 


Its double purpose feature appeals 
to the home owner for general 
work as well as the expert me- 
chanic. 


Made of a forged steel bar, case- 
hardened throughout. 








Sets of 9, 11, 17 bits are fur- 
nished in compact cases for 
the convenience of the user. 


with less sales effort. It ism’t hard. Every mechanic needs the entire set in his work, and it 
, — — 2 4 — of selling — —_ =. soy o~% Bring 

. out the value the case, its use in keeping the bits in order a near at 
Let us send you details and hand, preventing loss, etc. it. 


prices. Forstner Bits are the only bits that are not dependent on a center or a 

level to guide them. They cut from the outer rim. The entire surface is 
at work all the time; no jagged ends; every part of the work is smooth and 
polished. They bore their way through hard, knotty, cross grained wood, 


leaving a smooth hole and clean, polished surface. 
BEMIS & CAI i CO. Let us send you catalogues. Order through your jobber or direct 


Springfield Mass., U.S.A. The Progressive Manufacturing Co. 
TORRINGTON, CONN., U. S. A. 





featuring Bemis and Call 
Wrenches will mean more sales 
































€ = [Look for the tag, carrying our name, at the end of every roll! 


The Gilbert & Bennett Mfg. Co. 


Established 1818—America’s Oldest Woven Wire Factory 
Manufacturers of 


WIRE CLOTH, NETTING and FENCING 
Galvanized Steel Wire Cloth in all Meshes and Gauges 


New York City Georgetown, Conn. Chicago . Kansas City 
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PARK 


Park Screen and ieee 


efican Doo ais Storm Door Closer A. FS 2a RD 


For light weight doors, 
bathroom, pantry, etc. Easy 


Park Manufacturing Co. > sale ae guaranteed to 
47 Lagrange St. Worcester, Mass. , 





Has Stood the Test for 36 Years 
1891—1927 
The Original Liquid Door Check 


We Are Still Serving Some of Our First Customers 





Oe 


— 
— 
_ 
— 
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For the Life of a Lawn— The Kitchen Knife 
The New Is the Housewife’s 


SHERMAN DIAMOND Most Used Tool— 
HOSE NOZZLE Sell Her a GOOD 


A perfect attachment made of 
One i 





heavy wrought brass for cov- 
ering more ground in less 
time. It throws more water 















farther — thus shortening the Kitchen knives are probably used 
important ors of ig and more than any other kitchen uten- 
garden sprinkling. arger : . : ; 
aie wil @ teens teen and sil. For this reason you will gain 
a volume spray. Water-tight the good will of your women cus- 
shut-off. tomers when you sell them keen, 
stain-proof Anchor Brand Kitchen 

¥y" Sice [oe Knives. 
rei A ogbe erf ect It won’t be long before they will 
want more cutlery marked with 





| | this brand. The quality of the lit- 
Pmengem 2 tle kitchen knife will make an im- 
pression that will create further 
cutlery sales for you. 





LAMSON & 
Order a dozen Diamond Nozzles GOODNOW MFG. CO. 
in eg ond carton featuring “‘Per- 
fect Spray” from your Jobber. Shelburne Falls, Mass., U. S. A. 
— ually wrapped in tarnish- 
ee New York Office—36 Warren St. 


, St. hi . R bli ldg. 
IB. SHERMAN MFG. CO. aon acaeas aie. iin Getic. hie Guan an 


BATTLE CREEK, MICH. 


Pliers Mathias kK & 
Belt stablished 183 > 
elts Established 1857 = 


Tackles 
Climbers 
Tool Bags 
Wire Grips 
Safety Straps 
Lag Wrenches 
Tree Trimmers —— 
Sleeve Twisters ST 























& Sons 













SINCE 1857 
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AN TRICKS 


When you buy Tacks or Small Nails 
by weight you should know that there 
is often a difference of from 10 to 30 
per cent in the count per pound in 
favor of Atlas products. 


Properly designed tacks are more 
expensive to make than miniature rail- 
road spikes. Do not let yourself be 
cheated or assist in cheating your cus- 
tomers. 





When you buy by count see that 
you get the weight. There is often a 
corresponding difference. 

Make the comparison. 

Every product of the Atlas Tack 
Corporation has been scientifically 


designed for its purpose and stand- 
ardized. 


ATLAS TACK CORPORATION 
Fairhaven, Mass., and St. Louis, Meo. 
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The “Premier”’ 
Ball-bearing—Adjustable Tension 
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Type 4001 


Consider the Life of a Hinge 


The life of a hinge is governed by the durability 
of the parts which must stand the most wear. 

The “Premier” Spring Pivot Hinge has been 
designed with a drop-forged piston, hardened 
steel roller-bearings for the eccentric, compres- 
sion spring of tempered steel flat wire and ball- 
bearings to carry the weight of the door. 


These features make it the “Premier” hinge of 
its class. 
Send for Catalogue H-42. 


Chicago Spring Hinge Company, 


CHICAGO NEW YORK 
U.S.A. 








Show More, Sell More! 


Carrick Hardware Co. are increasing their sales by using Heller Equipment 


Take the pictures out of the mail order catalog 
and they won’t do any business. 

Your display of the original article is more ap- 
pealing than any picture that may be had. 

A Heller man can show you how to get an in- 
crease of from 50 to 100% if you will follow his 
simple, inexpensive tried-out plan. It won’t cost 
a cent to talk to him. Just mail coupon TODAY. 


W C H ll & C 700 Bryant St., Montpelier, Ohiec 
° ° eller 0. 20 Vesey St., New York City 
Kindly have your man call. I would like to increase my knowledge of 
Merchandising Hardware. 


Dy 6 beatae tebe lbh nekn dws ObN6 000 k6 6660 RSO6bO4 oO 


De § t66 os eitcs Gb bed OS 0O06 See e Ded deeeebd we 6b 00 0K err 
3/31/27 





Better MachineScrews 
for the Hardware Trade 


HARVEY HUBBELL, INC. Bridgeport, Conn. 











J. L. THOMSON MFG. CO. 
Waltham, Mass. 


Tubular and Bifurcated 


Save25 

















Welding Compound is best by every 
test. Makes welding of any steel as 
easy as Iron. Stock it and increase 
your sales. 

Made only by 


ANTI-Borax COMPouND Co. 
Fort Wayne, Ind. 
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Ask your jobber for 


CALDWELL SASH BALANCES 


Thirty-five years of service is assurance 
of quality 


CALDWELL MFG. CO. 
52 Industrial St. Rochester, N. Y. 
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PANSAR 





Trade Mark 


Flexible BE Circular 
Blades | Y- Cut 
Tanged © 
Half-Round 
Bastard 
Smooth 


Fully 
Guaranteed 





We carry a full line of files, chisels and pliers 


Write for catalogue 


SCANDINAVIAN WESTERN IMPORTING CO., Ltd. 
116 Broad St., New York, N. Y. 


Seattle, Wash. 


Minneapolis, Minn. 304 Railway Exchange Bldg., Montreal, Can. 








LANDRETH'S 


Garden and Flower Seeds 
Mixed Lawn Grass 


Now is the time to place your Garden, Flower 
Seed and Mixed Lawn Grass Seed order, if you 
have not done so for this Winter and Spring 
shipment. If you would like our prices, send us 
a list before buying elsewhere and we will quote 
you on Seeds of various kinds in bulk, in litho- 

raph cartons of | Ib. 4 lb. and % |b. and in 
at Papers. We would also like to quote you on 
Mixed Lawn Grass. Please give us the oppor- 
tunity. 


1927 CROP 


Before buying for delivery after 1926 crop, send us a 
list of your wants that we may quote you i our traveler 
does not call upon you at 
the proper time. 


We are the oldest Seed 
House in America, this be- 
ing our 142nd year in the 
Seed Business. Had we not 
grown good seeds, given 
good attention to business, 
good service and fair prices 
we would not have existed 
so long. 


Business Established 1784. 


D. Landreth 
Seed Co. 


Bristol, Pa. 
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No. 202 


Real 


for Homes and Dealers 


Protection 


You sell complete security when you sell this 
ILCO No. 202—and you secure a satisfied cus- 
tomer who will help you sell the whole ILCO line. 
Most front doors have glass panels that can be easily 
removed by an expert yegg,. and the inside knob 
turned. 

Turning the key in this ILCO model once backwards 
dead-locks both the bolt ape the inside knob. 

Send for new catalog No 


i) INDEPENDENT JOCKCO,0® 


FITCHBURG, MASSACHUSETTS 
Branches 
Philadelphia, Chicago, 
an Francisco and Los Angeles 
Manufacturers of Cylinder Locks, Padlocks, Inside Door Sets, Glass Knob 
Sets, Key Blanks, Auto Switch Keys and Hardware Specialties. 








New York Ci Detreit, 


























No. 10 Ball-Bearing 
No. 110 Cone Bearing 
(2-inch wheel) 
2 popular numbers from a complete line of Ball 
Bearing, Cone Bearing and Axle Bearing pulleys. 


GRAND RAPIDS 


HARDWARE COMPANY 


ALL “STEEL 


SASH PULLEYS 


Grand Rapids Hardware Co. ¢ 
558 Eleventh St. wo 
Grand Rapids, «eo we 
Michigan oo* 7 ot eo > 
U.S.A. gs ae ree ose yen® 
a oo” cso e58 Ne 'S Prem qo po ose “x2 
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Mechanics Prefer 
No. 32 Torch 


It is up-to-date—has every im- 
provement known. It’s powerful 
generator produces a large volume | 
of intensely hot flame that is under ) 
perfect control of the operator. 
The No. 32 is STRONG, DURA- 
ABLE, EFFICIENT, ECONOM- 
ICAL, DEPENDABLE AND 
ABSOLUTELY SAFE. We 
warrant it to please you. Your 
nearest jobber will supply at Fac- 
tory Price. 


No. 82 Torch Clayton & Lambert Mfg. Co. 


The ALLEN MFG. CO. HARTFORD, CONN. Ask he latest price. 6275 Beaubien St., DETROIT, MICH. 







ALLEN Safety Set Screws 


30% Extra Strength over broached hollow screws 
—the only other kind made. By a patented 
process we increase the density of the steel 
around the socket-holes, so that even the smaller 
sizes will stand all the strain the best made 
wrench can apply. The Allen process makes 
deep, perfectly-formed socket-holes—no chips = 
the bottom. The entire length of the ALL 
utilized either for solid metal at the — or depth of oe 8. 
for the wrench. All sizes in stock to 1% in.; any 
length, point or thread. Also Socket-Head Cap Screws, Tap 
Extensions and Socket Wrench Sets. Dealers: Write for 
catalogue and sales proposition. 
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Osborne High Grade Punches 
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Belt Punches Arch Punches 
_ absolute salety—to insure quick service Spring Punches Revolving Punches 
or reta _ 
MYERS NOISELESS CUSHION A varied and attractive line for the Hardware Trade. Also: 
f Deep tread steps, full length hand rubber tires, — Workers’, Trimmers’ and Upholsterers’ and Plumbers 
ools. 
overhead track system, firm construction t The above tools will please your customers, as well as our 


eliminate vibtation and noise and produce a ladder famous Round and Oval Punches. 


of am strength for safet oe Remember we have had one hundred years of successful manu- 
ple 4 facturing experience, employ only skilled workmen and use the 


attractively en pa a oye Q a finest quality of materials. 
most We stand back of every tool we make. Try us. 
Write for Catalog 
Cc. 8. OSBORNE & CO., NEWARK, N. J. 
ESTABLISHED 1826 











AUGERS, BITS, SMALL TOOLS 


That lead their own way through 


When you sell Snell Boring - Tools 
you make satisfied customers. They 


| cy ’ Oil Cloth dlid Pr, uning Knife J depend on your good judgment in 





choosing tools that stand the test! 
Have you a complete assortment to 





offer them? 





) . STAY SHARP | EU A KN Now ready 
a “A Mie Lala IVES RED ROVER Send for the Snell catalog today! 
Using only the best crucible steel and expert crafts- a new fast-selling 
manship has maintained the leadership of Murphy electrician’s bit 
quality for over seventy-six years. ,that stands the gaff 
of severe service. 
ROBERT MURPHY’S SONS CO. Send today for des- 
Established 1850 criptive circular. 
wad _— see Knives Kitchen Knives 
Fasan-Dleneee Knives 5s Ay ‘tee Knives and’ Hendin Snell Manufacturing Company, Fiskdale, Mass. 
AYER Send for Catalogue MASSACHUSETTS John H. Graham & Co. N13 Chambers St., New York City 














HOLD-TITE CAPS B HACK “PLE NOX” SAWS 
Packed for convenience ; bcs i... re Pe : Porn 





in handy 1 gross pack- =: “Te Foot inthe Phuid Bow” 
ages or 50 gross bulk. zi AMERICAN SAW & MFG. CO. SPRINGFIELD,MASS 
*° HACK SAWS - BAND SAWS —- SCREW ORIVERS - GLASS CUTTERS 


Made from High Grade Tin 
: Plate and No. 1 Composi- 
tion Cork. Carefully sorted and weighed. 








Write us for prices. 


BROWN @® SHARPE 
suelo) c 
AY Ereleme si: 
Apex Stamping Company thiey Give Combine Gatistdetion 
TRADE MARK Catalog on request 


BROWN & SHARPE MIFG. CO. Providen 


Dept BE Riverdale. i 
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MILBRADT 
LADDERS 


Will pay for themselves in a 
short time by enabling you 
to wait on more trade, save 
the wear and tear on your 
fixtures and goods, as well 
as bring the appearance of 
your store up to date. 

Write for catalogue show- 
ing a large number of styles 
suitable for all kinds of 
shelving 


Milbradt Mfg. Co. 


2411 N. 10th St. 
St. Louis, Mo. 








IVER JOHNSON 
EVERYDAY SELLERS 


BICYCLES 
VELOCIPEDES 
JUNIORCYCLES 
REVOLVERS 
SHOT GUNS 


Send for Catalogue and Prices. 


MAKE EVERY DAY COUNT 


Iver Johnson’s Arms & Cycle Works, Fitchburg, Mass. 
New York: 151 Chambers St. Chicago: 108 W. Lake St. 
San Francisco: 717 Market St. 























Wire Products 


for every need 
Nails of all kinds, Staples, 


ria Fence, Barbless 
Twisted and Barbed Wire, 
Processed Wire, Bright and 
Galvanized Wire, and Wire 
Rods to standard or special 
analysis. 


BETHLEHEM STEEL COMPANY 
General Offices: BETHLEHEM, 


BETHLEH 





WHEELBARROWS 


Exclusive features of design and construetion put the Bull 
Frog line in a class by itself. Our No. 101 is the last word 
in general purpose low priced barrow for home use. Other 
Bull Frog barrows, carts and scrapers for every garden, 
farm, mill, mine, contracting and industrial use. Write for 
catalog. 


THE TOLEDO WHEEL- 
BARROW COMPANY 
Toledo, Ohio 
Branch Offices and Warehouses 
Philadelphia 
233 North 12th St. 
Chicage 
69 BE. Wacker Drive 





For Hanging Light and Heavy 
Articles 


Graffco Pushpin 


and 


Picture Hanger 


GRAFFCO PUSHPIN—is ideal for hanging light articles. 
Its needle-sharp steel point will not deface plastered wall 
or polished woodwork. Two sizes. 

GRAFFCO PICTURE HANGER —Made of heavy steel 
with lacquered brass finish. Three sizes for hanging 
articles up to 100 pounds in weight. 

Our new, complete catalog upon request. 
Graff- Underwood Co., 20 Beacon Street, Somerville, Baston 42, Mass. 
























Oxy ALLEN’S has these 
big Sales Promoting Features: 


Oldtime Fireside Cheer 
Heat Radiating Fins 


ALLEN’S proposition is a_ real 
money maker. Write for the de- 
tails today! 


ALLEN MANUFACTURING CO. 
NASHVILLE, TENN. 


ALLENS 


Parior Furnace 








Makes Seeds Grow! 


If you want your seeds and your seed 
business to grow, stock and recommend 
a 100% pure, safe, effective, fertilizing 


agent— 
\ Sheep’s Head Brand 
eee Pulverized Sheep Manure 


Nature’s basic soil dressing. 100% pure manure, 
made commercially desirable by our process of handling. 
A complete plant food which contains, naturally, all the 
vital elements necessary to produce virile plant life, 
including nitrogen, hosphoric acid, potash and— 
HUMUS! Sterilized of weed seeds. 

Packed in neat containers (2, 5, 10, 25, 50, 100 pounds) 
for convenient distribution to home owners, golf clubs, 
—~ aor gardeners—anyone who grows things in the 
soil. 

Write for prices and free leaflet, “How to Make 
Beautiful Lawns and Gardens.”’ 


NATURAL GUANO COMPANY 
814 So. River St., Aurora, Iil. 














PREMAX TENT EQUIPMENT 
IS PARKERIZED 


‘Teas means that the steel stakes and telescoping 
tubular steel tent poles made by Premax are 
rustproofed. 

When you tell your customers Premax is Parkerized 
they'll know the product is good. 

For Parkerizing costs money and only good products 
can afford it. We've put the quality there to make 
them easily sold. 


Samples and prices on request. 


PREMAX PRODUCTS 


Niagara Metal Stamping Corporation 
Niagara Falls, New York 
Dept. HA-6 
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Classified Opportunities 
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Use the “Classified Opportunities Section” to reach Hardware Manufacturers, 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen. 

















Classified Advertising Rates BOXED DISPLAY RATES Positions Wanted Advertisements 
. . 0 
Opportunity Exchange Section A -Be «cncnnvscevedeudean see $5.00 50% of rates quoted 
. . ; Each additi a ae 4.00 Address your advertisements and replies to 
} Set Solid, Minimum of 5 lines. .... $3.00 _— a wom Hardware Age, Classified Oppor- ! 
Each additional line........... -60 tunities, 239 West 39th St., New 
All Capitals, Minimum of 5 lines.. 4.00 Discounts for Classified Advertising York City 
Each additional line........... 80 4 insertions, 10% off; 8 insertions, 15% HARDWARE AGE is published each Thursday 
Average 10 words to a line off Forms close Ten Days previous to date of 
Allow One Line for Keyed Address Remittance Must Accompany Order publication 

















BUSINESS OPPORTUNITIES HELP WANTED 


CONNECTION OPEN TO JOIN FIRM —s ng eee 
to Architects, Contractors and Owners, on profit sharing plan. Schedules 
M. M. GODSCHALK and prices made from plans. Have New York City show room and stock. 


Westchester County and Putnam County, N. Y., and part of New Jersey 



































Merchandising Engineering are open. Write stating experience. An opportunity to make a success 
Complete Service for Hardware Merchants and get results of your efforts. Address Box H-495, care of HARDWARE 
Acer, New York. 
Systems Installed Samples Mounted | . 
4 101 Park Ave., Room 1403, New York EXPERT MAN for contract builders’ hardware in New York City. 
Telephone Celedonia 1374 Must be able to thoroughly and accurately schedule and order hardware 
oN = ~~ ~ 7 ~ from architects’ plans and full size details. Preference for one not in- 
terested in selling. in answer give particulars as to your knowledge and 
- experience in this work. Address Box H-463, care of Harpware Ace, 
— oe _ we New York. 
— 
CLEAN-UP EXTRA PROFITS THOROUGHLY EXPERIENCED HARDWARE MAN with knowl- 
—with our Clean-Up and Paint-Up Campaign. edge of paints. One having ability to manage large store. $60.00 weekly. 
And this is only one of the many valuable features appearing in Steady position. Address Box H-500, care of Harpware AGE, New York. 


the April number of the Hardware Age Service, an advertising 
service planned especially for Hardware Ketailers. Write for infor- 
mation, 

) Hardware Age Service, 243 W. 39th St., New York City (6th Floor) 


i . aa 





{ ' ; al 
WANTED—Good, live, experienced young salesman familiar with 
hardware trade; towns 2000 and upwards. Kentucky and Tennessee. 
{ Address Box H-496, care of HArpware Ace, New York. 














PAINT AND HARDWARE business for sale in thriving Jersey town POSITIONS WANTED 
of 11,000 population. In order to wind up the estate of Earl E. Parker, 
we offer for sale the stock and fixtures belonging to this estate and located YOUNG MAN—Single, age 24. Employed for 6 years by manufacturers 
in ee a * ark, —s ae Mes a ae — 4 being of Builders’ Hardware in office, factory and on road. Has successfully 
continued and represents an excelent Opportunity in the zone oF the new handled all classes of help. Has done employment, purchasirig and prac- 
Hudson River Bridge. Telephone or call on OVERPECK TRUST COM- tically all work recline: with a prelim A acmcsony ml to 
PANY, Ridgefield Park, N. J. Telephone Hackensack 1815. become Manufacturers Representative, but does not like this occupation. 
Would like to conrect with a Christian concern in any branch of the 
IT WILL PAY YOU to investigate; we offer Financial Aid and Free hardware field; either me:ufacturing or distributing. Will start at the 
Sites to Industries locating in Newton Falls. Three railroads, electric | bottom. Willing to go anywhere. Address Box H-467, care of Harpware 
freight service, main highways for trucking, the best supply of water Ace, New York. 
in Mahoning bs ley. right in the heart of the greatest industrial center 
ny world. TON FALLS BOARD OF TRADE, Newton Falls, 
io 











HARDWARE MAN—40 years of age, 20 years’ experience in general 
line as manager or buyer in large hardware store. Three years’ road ex- 
a. Am at present on road. Middle West or South preferred. 

ither inside or outside nang oy with good future. Address Box H-450, 
ew York 





GOOD GOING hardware business, established over 50 years. Live 
town in an exceptionally good agricultural territory. Well assorted stock. care of HArpware AGE, 
Nicely arranged. Will invoice about $7,000. Ought to interest anyone 
i ae eo Investigate. Owner retiring, STAHL & HARDWARE SALESMAN, twelve years’ experience in general hard- 

on , ‘ ware and housefurnishing goods. Desires position with reliable manufac- 
turer or jobber; at present employed by jobber. Familiar with Philadelphia 
FREE FACTORY SITE available in Westfield, N. Y., located midway | territory. Excellent road record; salary basis; age thirty-three, married. 























between New York and Chicago on three railroads and trolley lines. Address Box H-473, care of HARDWARE Ace, New York. 
Write to W. E. McELHENEY, Secretary Westfield (N. Y.) Chamber 
Commerce. : SALESMAN now employed, wants position with Manufacturer or large 
‘ é hg ; . : ; jobber selling to hardware or general trade; eleven years experience in 
FOR SALE—Established business. manufacturing and marketing a Penna., New York State Territory; have selling acquaintance with big 
successful hardware specialty. Plant is located in New York State. jobbers and retail dealers; reference from present employer. Salary basis 
Goods are sold throughout United States and Canada. Address Box only. Please state proposition. Address Box H-490, care of HARDWARE 
H-493, care of Harpware Ace, New York. Acr, New York. 
FOR SALE—Old established hardware business. Oliver Line of Plows HARDWARE SALESMAN with ten years’ experience in SALES 


and Implements; also Tin Shop in connection. Sell at invoice. Only PROMOTION WORK 
. , ; ; and wide acquaintance among JOBBERS and 
— in town of 800. Address F. D. SPITLER & SON, Bloomville, RETAIL dealers, available May 15th for salary or commission proposition. 
Prefer Pacific Coast territory. Address Box H-489, care of Harpware 


Act, New York. 





FOR SALE—Established hardware business in South Jersey; city of 
6,000. Fine opportunity for live man. Must sell account of health. 
Address Box H-465, care of Harpware Ace, New York. 








EXPERIENCED HARDWARE MAN IN SHELF, heavy and mill 
supply lines now traveling, desires to make connection with manufac- 
turer or jobber for New York and Metropolitan District. Twenty years 
selling experience. Highest references. Address Box H-501, care of 


H KELP WANTED ITaRpWARE Ack, New York. 


EXPERIENCED hardware man desires connection with reliable firm. 











BUILDERS’ HARDWARE MAN familiar with R & E line. Large Familiar with all angles of the hardware trade. 15 years retail experi- 
southern city; Gilt Edge references as to character and ability. Give ence. Massachusetts or Connecticut preferred. Address Box H-498, 
full particulars and salary expected in first letter. Address Box H-494, care of HArpwArE Acre, New York. 





care of HArpware AcE, New York. 





SALESMAN—29 years old, desires position with a reliable hardware, 





W ANTED—Experienced bookkeeper and stenographer. One familiar mill or tool supply house in or near New York City; 12 years experience. 
with hardware and +. ~e stock items. Address Box H-474, care of State vronosition fully. Address Box H-491, care of HaArpware AcE, 


Harpware Ace, New York. New York. 
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SALES ACCOUNTS WANTED 


SALES REPRESENTATIVES WANTED 











FE are an organization of Sales Repre- 
sentatives with a thirty year record of 
successful selling in heavy hardware and allied 
lines in the inter-mountain territory with Den- 
} ver as headquarters. Our salesmen are com- 
petent, experienced, familiar with the trade, and 
are equipped to carry one additional line. If 
your company is looking for high-grade Sales 
Representation in this territory, you would find 
it profitable to communicate with us. 


Address Box H-480, care of HARDWARE AGE 
New York 

















MANUFACTURERS’ REPRESENTATIVE selling severa! lines—with 
twenty years’ established trade connections. New York and Pennsylvania 
territory. Hardware and department stores, etc. Am making some 
changes, want one or two good lines that will sell and repeat, commission 
naa aged responsible. Address Box H-487, care of Harpware AGE, 

ew York. 





MANUFACTURERS AGENTS of hardware items now being organ- 
ized with offices in Little Rock, Ark., by two well known and experienced 
hardware men. Builders Hardware, Stoves, Refrigerators, and other 
kindred lines wanted. What have you to offer? Address Box H-499, 
care of HArpwaAre Ace, New York. 





SALES REPRESENTATIVES WANTED 








) WANTED, SALESMAN ! 


calling on the better grade of Retail Hardware Dealers 
in the South and Central West. We manufacture a line 
of quality forged tools. If you can sell a high priced line 
on a commission basis, write us in detail. Address Box 
H-492, care of HARDWARE AGE, New York. 





-—- 











WANTED—Salesman to sell retail hardware trade only, mason and 
plasterers’ tools; 10 per cent commission. Territory, Central States. Ad- 
dress Box H-486, care of HArpwWArRE AGE, New York. 





LARGE MANUFACTURER of SHEET METAL 


hardware and specialties is looking for sales representa- 
tives who cover the chain, department and novelty stores 
in their territories. Proven sales must be shown. Address 
Box H-461, care of HARDWARE AGE, New York. 














MANUFACTURERS of high grade line of Builders Hardware inter- 
ested in representation in unoccupied territories. Write fully present and 
past connections, territory acquainted with, lines handled, etc. Commis- 
sion basis. A real connection for a producer. Address Box H-437, care 
of Harpware AGE, New York. 





NEW ENGLAND’S largest clock house has territory open for live- 
wire salesmen in South and Central States. Strictly commission proposition. 
State territory desired. Must have highest references. INTERNA- 
TIONAL CLOCK & WATCH CO., 93 Federal Street, Boston, Mass. 





WE HAVE an opening for representation in several Southern States on 
our line of builders hardware on which trade has been established. In 
replying state exact territory covered and lines carried. Address Box 
H1-497, care of Harpware Acre, New York. 





SALESMAN—We have a splendid side line to offer salesmen and 
manufacturers’ representatives calling on retail hardware or department 
store trade. A new household specialty in wide demand. Excellent 
commission proposition. Complete details and sample on request. The 
Warren Handle Works Company, Cortland, Ohio. 





SIDE LINE Hardware Salesmen, carry exclusive line of Bathroom and 
Kitchen Mirrors, and Medicine Cabinets. Big commissions and repeats. 
Sell from photos in towns of 5000 and under. Address W. F. Mofert, 
Sales Manager, 1325 So. Cicero Ave., Chicago, Ill 





REPRESENTATIVE for Patented Builders’ Hardware Spe- 
Man who is covering Florida, Georgia, Alabama, 
Write fully past experience, age, lines 
Box H-478, care of HArpware AGE, 


SALES 
cialty for the South. 
Louisiana, Mississippi, Tennessee. 
carried at present, etc. Address 
New York. 











WANTED—SALES REPRESENTATIVES CALLING on tool and 
hardware stores to sell quality steel rules and graduated products, Liberal 
commission. Only men with er sales record apply. Standard Rule 
Co., 4042 W. Jefferson Ave., Detroit. Mich. 








Want a Good Hardware Salesman? 
The quickest way to locate one is through an ad 
in the “Classified Opportunities Section” of this 
paper. 
It’s the place where good hardware salesmen look 
first for real opportunities. 


Send for our illustrated Catalog of 


Granite Cutting Tools 
Trow & Holden. Co., Barre, Vt. 








DROP FORGED 
WRENCHES 


Designed and pecpessene to give stiff- 
ness and tensile stre - Made accurately 
and uniform in machining and finish. Send for 
Catalog B-23. 


ARMSTRONG BROS. TOOL CO. 
8314 N. Francisco Ave., Chicago, Ill., U. 8. A. 






Robertson “Horseshoe Magnet” Hammers 
Permanent magnet which holds 


the tack in position for driv- 
ing. Awarded the Silver Medal 

the highest offered) at the Panama-Pacific Exposition. 
ood profit. 


Name and design trade marks registered U. 8. Pat. Off. 











TAINTOR POSITIVE SAW SET 


All steel. Fully Guaranteed. 
Send for Free Book. 





TAINTOR MFG. CO., 113 Chambers St., N. Y. City 





ARTHUR R. ROBERTSON 94 Portland St., Boston, Mass. 
Plain or enameled in 


STRATTO r— 
HANDLES 


For Small Tools, Utensils, Electrical Goods, Etc. 
Enameling, both baked and air dried. 


STRATTON MFG. CO. Stratton, Maine 
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big Selline Season for 
Snap-On Wrenches Now Here 


You can render the car owners a great 
service now by supplying them the tools 
they need for spring overhauling work on 
their cars. And you will profit accordingly. 
Snap-On Wrenches are the choice of nine 
out of ten automobile mechanics in your , 
city. You can prove this to yourself by WSN 
| talking to them. Car owners learn of these ie 
| better tools from the garage men. So do 
the farmers, road builders, truck operators 
and all who have machinery and imple- 
ments to keep in repair. 
Install the Snap-On Display Cabinet in 
| your store now. The investment is small. 
The information we give you in the “What 


















Car Do You Drive” book makes you a ! We 
socket wrench expert. The Snap-On sales | my, | SS MU 
plan is designed especially for the hard- = lhe Puli 


ware man. 
Details will interest you. 


— nT 


Snap-On Wrench Company 


Manufacturers Milwaukee 


Motor Tool Specialty Company Z | 
Sole Distributors—14 E. Jackson Blvd., Chicago, III. i; cae . Sw <>. . 


Distributing Branches in 26 Principal Jobbing Centres 


7) Snap-on 


INTERCHANGEABLE 


lf Socket.Wrenches 
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THE SHELL SHOOTERS HAVE BEEN ASKING FOR 


HUR SHOT SHELLS, Remington’s new, 
improved, low-priced smokeless load, 

are now ready for the market. They are 
everything an experienced shooter demands 
—plus. Their price and quality will insure 
their popularity. They have the famous 
Remington No. 33 Primer with Battery 
Cup. They are made WETPROOF through- 
out—top wad, crimp and body—by Rem- 
ington’s exclusive, patented WETPROOF 
process. No matter what the weather con- 
ditions, no matter where they are stored, 
moisture will not affect them—the crimps 
will remain firm and no moisture can pen- 


Remington Shur Shot Shells give the great- 
est value ever offered in response to the 
constant and increasing demand for a good 
quality, low-priced specified load. 


New ‘shells—new prices—stock up now. 
Remington’s extensive advertising cam- 
paign to the shooting public will help you 
move them rapidly. 


Send for our circular giving you further in- 
formation. 


REMINGTON ARMS COMPANY, Inc. 
Established 1816 


March 31, 1927 








etrate to the powder. 


© 1927 R.A. Co. 


25 Broadway 


Remington, 


New York City 





RIFLES 


AMMUNITION 


SHOTGUNS GAME LOADS 


CUTLERY 


CASH REGISTERS 





WATCH 


FOR 


IMPORTANT 


ANNOUNCEMENTS IN THE APRII 


ISSUE 


OF 


THE 


LION’S SHARE 
























TWO SECTIONS—SECTION TWO 


ELECTRICAL GOODS 


SectTfion of 








SECTION 2 





» DAY-FAN MOTOR. 
., GENERATOR - OPER. 
ATED POWER SET. 


(No batteries—No eliminators ) 


Now that we have fully per- 
fected this Day-Fan Motor Gen- 
erator Operated Power Set, 
everybody says, “Why wasn’t 
that thought of before?’’—that’s 
how perfectly it fills the right 
purpose. 





It is natural that Day-Fan, 
famous makers of motors, should 
solve the battery eliminator prob- 
lem along entirely different lines 
—by driving a generator with 
a motor. Plug it 
in and forget it. It 





is noiseless — no TN\\e 9! 
hum — foolproof | AYG Me 
and economical. 


OO 


Other 6 tube Day- 
Fan Battery Pow- 
ered models sell at 
a wide range of 


prices. 
Day-Fan 


Radio Receivers 








DAY-FAN 
m “HANDY-VAC” 
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Three 





“‘ Sellers” 


| DAY-FAN FANS 


~® First you have the nationally known fast 
selling Day-Fan Fan that has eight talking 
points to help you sell it. It’s Heat, Dirt and 
Dampness Proof—it gives Extra Air Delivery 
—it has Big Blades—its Motor is Strong and 
Husky. There are 38 years of Experience be- 
hind it—it’s Economical to run. Complete in- 
formation if you write. 


Day-Fan «3 


Second comes 





Day - Fan’s newest 
product — “Handy- i ’ i 
Vac’—the little vacuum aliS 


cleaner with a big suction. 

It pulls dirt from fabrics that 

look clean—it naturally would, a ' 
Day-Fan Motor does the pulling! 

It has scores of uses. It gets into the 

corners of upholstered chairs and 
couches—it smoothly pulls the dust from 
curtains, draperies, velvets, clothes, and coats. 
The outlet is big—the home of course—followed 
by garages, pool rooms, hotels, clubs, etc. Let us 
tell you more about it. 








Retails 
for only 


18 
-Handy-Vac” 


A HANDFUL OF HELP. 
A STOREFUL OF SALES. 


DAY-FAN ELECTRIC COMPANY 


DAYTON OHIO 


For More Than 38 Years Manufacturers of High Grade 
Electrical Apparatus 


Day-Fan 


Do you know you can represent, ex- 
hibit and sell the widely-advertised 
and thoroughly high-class StuRTEVANT 
Vacuum Cleaner for a LOTAL outlay 


of only | 
This S 
sca aa 


$65 . that What do you do???? 


e 
ern rheit 

























paree™ ot - Put an exhibit model on your floor 
stops wate «- Send orders direct to us 
tracks at >» Pocketa net profit of °F on each sale 
$49 NO overhead 
asy payment You have NO large stocks 
on © rweight aide NO large outlay 
se bh yacuu just 2c to get NO deliveries | 
igh pa supe NO service 
chmen® Write us today NO time collections 
ase” erful tains NO repair parts 
Foote! —We do it all— 
What guaranteed profit have you???? 





\« The —_— of a firm 62 years : 
a 

. Ten million dollars in ASSETS | | 

~- A vacuum cleaner that SELLS on 
sight | 

4. A 60 day trial with MONEY BACK | 
if you sell no machines 


: ee Ss 5. THE STURTEVANT COMPANY 
i : "Zo HYDE PARK __ BOSTON, MASS. 


rlevan 


REG. U.S. PAT. OFF. 
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2S BORER, DOE aaa 


In dark basement corners 


around the house, about the garage, 
and in stock rooms or file rooms 


—Reelite brings light to the job, 
not just to the vicinity of the job. 

No slack cord trailing about 
under foot. Reelite pays out and 
retrieves the cord as needed, 
working just like a window shade. 

Reelite has proved extremely 
popular wherever introduced 
and is a good seller to house- 
wives, to men who tinker with 
their cars, to file and stock per- 
sonnel—in fact to everyone who 
needs a clear light to work by, 


but seldom needs it twice in the 
same place. 

Made in a number of sizes and 
with a variety of guards and sock- 
ets for all lighting uses and with 
connector body to furnish power 
current for small machinery. 

Display one on your counters 
in the electrical, automobile and 
household utilities sections. Your 
jobber will give you particulars 
—or drop us a line for full in- 
formation. 


APPLETON ELECTRIC COMPANY 
1740 Wellington Avenue - Chicago, U.S. A. 


New York—150 Varick Street 


elite 


REG. U. S. PAT. OFF. 


Handy Light on a Reel 


Los Angeles— 340 Azusa Street 








One stand, with pass-out 
literature, furnished with 
your first order for six. 














UNIVERSAL 


—not just another cleaner 








Superior suction ~ patented thread- 
picking, self-cleaning noz tle 




















Another Universal Profit 
Builder 





iF | The Super-Vac is the only brushless cleaner that 
effic nates removes “sarfing dheveds, lint, ete., as well as deeply embedded dirt. 


graduated to equalize the volume and velocity of air its entire 
length, is adjustable to any surface and removes all surface litter without need 
of a brush, thus enabling the powerful direct drive motor to use all its force in 
developing suction. 


| ‘on than is practical on cleaners with straight-lipped 
aan on ‘all the dirt with perfect safety to the finest rugs and gives the 
auxiliary cleaning tools a new and astonishing efficiency. 


given to furniture and floors 
by the rebbor guard on nozzle and the non- 
scratching fibre casters. Give consumers right now $10.00 


The Super-Vac set of attachments FREE with 


every cleaner. You make your 
with no henealions or belte to cause trouble, ful y y 
ull usual profit. 
is built to give a lifetime of thorough clean- 
ing without the expense of servicing. When six or more Cleaners are 
bought, we share in local news- 


paper advertising up to one-half 
the total. 


i wa ' ry "te a 
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mmiec--—~ A hardware buy-word for nearly 75 





| Demonstration Material; 
LANDERS, FRARY & CLARK, Folders, Broadsides and 
New Britain, Conn. Post Cards with 
Dealer’s Name; Win- VA 
dow Displays; Show k 
Window or Table 


Gentlemen: 


Your UNIVERSAL SUPER-VAC Cleaner looks good to me. 
Please tell me more about it and who is my nearest distributor. 


NAME 
ADDRESS 











Cards; Motion Pice- 
ture Slides — ll 
FREE on request. 





N 


























Again— New Low Prices 


A 
New 
«Ouarter’s 
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gure new low prices on Edison Mazpa Lamps. The above 
prices on the New Standard Line of Mazpa Lamps become 
effective April First. 


MAZDA* Lamps have been reduced in price ten times during 
the last six years, yet they have been improved in quality because 
of constant research. A lower price and a higher standard is the 
consistent record —and the 60 watt lamp sells for a quarter now. 


*THE MARK OF A RESEARCH SERVICE 


| EDISON MAZDA LAMPS 


| GENERAL ELECTRIC 
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Clhe House wife of loday 
has a preference 


ad HORTON MEETS IT 









manufacture is an ideal that 
dominates the entire organiza- 
tion—the ideal of building our 
products the very best that is 
humanly possible. 


NE housewife prefers an agi- 

tator type—another the vac- 
uum cup suction principle—still 
another may insist on the wood 
tub, hand or water power type. 


In any instance Horton serves the Sptnch. cumple epee aol aide” Back of Horton’s years of sell- 
requirement — meets the house- a ing is a policy that the nation’s 
wife’s preference—with the type and principle _ leading jobbers join in approving. They know of 
of washers now in most general demand. Horton’s exacting ideals—quality, eficiency and 
service. Each week finds our jobber and dealer 
family growing. You, Mr. Dealer, can profit by 
the discrimination of these jobbers. Learn from 
them of the Horton sales policy, or write us for 
further information. Horton meets the needs 


Back of Horton’s 56 years of laundry appliance — of your customers very definitely. 


HORTON MANUFACTURING COMPANY 
Fort Wayne, Indiana 


Whether it be agitator or suction cup, copper 
or wood tub, you who sell may feel certain it 
represents the class of appliance you can be 
proud to offer. 
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No. 40 Horton Elec- No. 34 Horton Elec- No. 33 Horton Elec- No. 23 Horton Motor No.30 HortonBeerless 


tric Washer. Copper tric Washer. Sub- tric Washer. Wceod High Speed Washer. Washer. Wood tub, 
tub; 3-cup suction. merged agitator type. tub, agitator type. Wood, hand power. water power motor, 





H () RI Washers 


’ lroners 
GOOD PRODUCTS— Yes! and above all else GOOD FRIENDS 
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of wiring devices 
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The complete line of Wiring Devices 
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A New and Finer 


Hamilton Beach 


Vacuum Sweeper 


at a New Low Price 





Thorough Cleaning 
Demands this Triple Action 


Powerful Suction 


Beating Brush Action ) Motor 


Sweeping Brush Action ) Driven 


—and the NEW 
HAMILTON BEACH has it. 


Powerful suction lifts the rug to the nozzle and 
off the floor. The brush, revolving 2,400 times a 
minute, gently beats and vibrates the rug. This 
action loosens deeply imbedded dirt so the power- 
ful suction can whisk it into the bag. 


The sweeping action of the brush loosens any 
litter clinging to the surface, such as paper, thread, 
hair and lint. Powerful suction carries it into 
the bag. 


Priced $1000 Less 


The New Hamilton Beach with all its improve- 
ments and even greater cleaning ability sells for 
only $52.50—$10 less than formerly. It’s going 
to be a hard cleaner to compete with. Get it 
yourself. 
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Modern 
Merchandising Plan 


Our new plan fully recognizes the dealer’s prob- 
lems. It offers an opportunity for Profit not 
found, we believe, in any other cleaner. Fullest 
sales co-operation and Merchandising help. Ex- 
tremely liberal margin. 


Localized—lIntensive Advertising 
in Rotogravure Sections of Lead- 
ing Sunday Newspapers 


Hamilton Beach is the first cleaner manufacturer 
to use generally, Roto Sections—the most widely 
read of any part of a newspaper. Advertise- 
ments will appear regularly during the Spring 
selling months in the leading Sunday newspapers. 
Over 3,000,000 families will be reached each 
Sunday. 


Compare! 


Read the specifications, remembering that the 
Hamilton Beach is Built to Last a Lifetime. 
Compare the price and quality with that’of other 
cleaners. Then WRITE for full details of a Sell- 
ing Plan that insures Rapid Turnover, Liberal 
Unit Margin and a Real NET Profit. 


HAMILTON BEACH MFG. CO. 


RACINE WISCONSIN 
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BALL-BEARING 
MOTOR 


Requires No Oiling 
The oversize motor in the NEW 
HAMILTON BEACH is large, 
powerful and sturdy. Equipped 
with Norma ball bearings, it re- 
quires no oiling. The perfectly 
balanced fan and scientifically 
designed air chamber produces 
powerful suction. 
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SPECIFICATIONS 


Motor— Universal. Ball-bear- 
ings, packed in grease—requires 
no oiling. Powerful and built to 
last a lifetime. 


Motor-Driven Brush— Single 
row of pliable, imported bristles. 
Driven by short belt. Speed 
2400 R. P. M. , 
Nozzle — Highly polished 
white aluminum with air cham - 
ber scientifically constructed. 
Adjustable to four positions. 
Nozzle bumper cord protects 
furniture. 

Fan—Aluminum, perfectly bal- 
anced. ‘‘Mile a minute suction.”’ 
Bag—Specially woven, durable 
and dust-proof. Throat flap de- 
signed to prevent dust and dirt 
from falling out while bag is re- 
moved for cleaning. Jiffy connec- 
tion—Aturnofthewristand the 
bag is off or on. Wide 8” bag 
mouth. 

Handle—Fibre. Automatically 
held in upright position when 
not in use. Trigger switch at fin- 
ger tips starts and stops motor. 
General Design—Sturdy and 
neat in appearance, light and 
easily handled. Low overall 
height makes it handy for clean- 
ing under low furniture. 
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DON’T WORRY ABOUT COMPETITION 


MEET IT 


With the 1927 Model 


BALL BEARING 


Gdi 
Master of (leaners? 


The 1927 model CADILLAC has new and striking features 
which place it far above the class of ordinary machines and en- 
ables you to offer prospects more for their money. It has 
25% more suction. Its Ball Bearing motor never requires 
oiling, does away with all motor troubles and will last a 
lifetime. 



















All the recognized superior features of high 
grade vacuum cleaners are embodied in the 
CADILLAC. In addition you have the tre- 
mendous advantages derived from an 
oversize 14 H.P. motor and its "NORMA" 
Precision Ball Bearings. 





When you sell a CADILLAC Features of 


you make a friend and a CONSTRUCTION 

good net profit besides, Ball Beari 

and it guarantees you 8 

freedom and immu- CADILLAC 
Electric 


nity from expen- 
Sive servicing 
risks. 


Vacuum Cleaner 


% H.P. motor equipped 
with NORMA Precision 
Ball Bearings. No oiling 
required, 


14% inch Aluminum nozzle 
with long points which get 
under low furniture. 


Rear roller adjustment for 
raising or lowering nozzle 
for different rug nap thick- 
nesses. 


Rated highly by Good 
Housekeeping and the 
RR Ry 

ern c ° m- 
Send for a sample Ball mended by Mre. Jean Pree- 











Bearing CADILLAC and Se 
for our sales plans which iceninittes She cee 
build volume business 

quickly! 


Free Set of 
Attachments 





CLEMENTS MFG. CO. 


607 Fulton Street CHICAGO, ILLINOIS 


Manufactured in Canada by Clements Manufacturing Company, Limited, 
72 Duchess St., Toronto, Ont. 


New York Distributor: Pacific Coast Distributors: Expert Department 
H. M. Walter, 70 Fifth Ave., F. E. Spencer, 929 W. Sth St., Los Angeles, Calif. 149 Broadway, 
New York City Ray Bentley, 219 Worcester Bidg., Portland, Oregen New York City 
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STAR-Rite Electric Fans 


New 


Finishes 





10 in. 
Oscillator 


$13.50 
In Canada $16.75 


The STAR-Rite 10-in. oscillat- 
ing fan has proved its reliabil- 
ity and selling quality in past 
seasons. It is now offered in 
Black Duco finish with brass 
finished blades as well as the 
old reliable sparkling all-over 
nickel. Three speed control. 


10-in. straight fan $10.00 
In Canada $12.25 


Sparkling all-over nickel finish. 


* 


Our Famous 8” Model 
$Z. 50 


In Canad2 $7.95 


The growing popularity of the 
8 in. size has made it possible to 
offer this Fan in three distinctive 
and attractive finishes: 

|. Sparkling all-over nickel 

2. Duco old ivory finish throughout 
3. Black duco with brass-finish blades 
This is a room-sized tan—not a 
plaything—operates on both alter- 
nating and direct currents—com- 
pletely guaranteed. 











ELECTRICAL NECESSITIES 
Fitzgerald Mfg. Co., Torrington, Conn. 









New 12 in. and 
16 in. Oscillating 
Fans 


Big, husky, quiet-running oscil- 
lators finished in Black Duco 
with solid brass blades. Induc- 
tion or direct current types. 
Rigidly tested before leaving 
factory. 


12-in. size $25.00 
In Canada $32.00 


*16-in. size $30.00 
In Canada $38.00 


* 


ite 


Pacific Coast Branch—“The Better to Serve You in the West”—1211 Van Ness Avenue, San Francisco 


Canadian Fitzgerald Mfg. Co., 95 King Street East, Toronto, Ont. 
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The following fourteen 
manufacturers are the only 
ones licensed to manufac- 
ture Neutrodyne receivers 
and the protective policies 
maintained by the Hazel- 
tine Corporation and Inde- 
pendent Radio Manufac- 
turers, Incorporated, apply 
only to the Neutrodyne 
receivers made by them: 
THE AMRAD CORPORATION 

Medford Hillside, Mass. 

F. A. D. ANDREA, INC. 

New York City 


CARLOYD ELECTRIC & RADIO 
COMPANY 
Newark, N. J. 


EAGLE RADIO COMPANY 
Newark, N. J. 


FREED-EISEMANN 
RADIO CORPORATION 
Brooklyn, N. Y. 


GAROD CORPORATION 
Belleville, N. J. 


GILFILLAN RADIO 
CORPORATION 
Los Angeles, Cal. 
HOWARD RADIO COMPANY, 
INC. 
Chicago, III. 


KING-HINNERS RADIO 
COMPANY, INc. 
Buffalo, N. Y. 


WM. J. MURDOCK CoO. 
Chelsea, Mass. 


STROMBERG-CARLSON 
TELEPHONE 
MANUFACTURING COMPANY 
Rochester, N. Y. 


R. E. THOMPSON 
MANUFACTURING CO. 
Jersey City, N. J. 

WARE RADIO CORPORATION 
New York City 


THE WORK-RITE 
MANUFACTURING CO. 
Cleveland, Ohio 


HAZELTINE CORPORATION 


(Sole owner of “Neutrodyne”’ patents 
and trade-mark ) 


INDEPENDENT RADIO 
MANUFACTURERS, 
INCORPORATED 


(Exclusive licensee of Hazeltine Corporation ) 
Look for this trade-mark 


Orn LICENSED BY 
Woenr RADIO MANUFACTUS 





aw 











G. U.S.DAT.OFF. _ 
= 


APRIL! 1924 APRIL tg 
11M ss. nos. 450,08 a 
wer” tss3ese8 4877.42: °* 
we OTHER PATENTS PENDING 
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It is your protection against patent infringement 
liability 
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This stabilizing influence — 


NEUTRODYNE 


ONE question about radio is being asked 
on every hand: “What is a good set to buy?” 





That is what the public asks of those 
who are supposed to know the fundamental 
facts about radio. 


And more and more is the public being 
told just this: “Get a Neutrodyne.”’ 


For Neutrodyne the reliable, Neutrodyne 
the non-interfering, Neutrodyne the simple 
to operate, Neutrodyne the unique and in- 
imitable, sets a standard of performance 
for home radio. Engineers knew from the 
beginning that without the Neutrodyne 
principle, Neutrodyne results—which mean 
the best possible results—would not be had. 
The public, through bitter experience, has 
learned this at first hand. 


So, when you ask yourself “What is a 
good set to sell?” you can make yourself 
the answer: “Get a Neutrodyne.” 


For Neutrodyne has demonstrated, in the 
laboratory, in the shops of the nation, in 
homes everywhere, and even in the courts, 
that it is unique not only in principle, but in 
permanence. Designed solely for broadcast 
reception, kept in the forefront of the art 
by thirty radio engineers, Neutrodyne has 
never known a setback. It is here “for 
the duration of broadcasting’”— and for 
the profit of dealers and the pleasure of 
listeners. 


“GET A NEUTRODYNE” 

















—$——— — 
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that will further increase sales for Hotpoint dealers 





World’s Highest Honor 
AGAIN awarded to : 


° 








N CELEBRATION of our again winning 
an International Gold Medal for quality, we 
are going to announce a great national event. 


| 4 . * | 
LOL Dp OLVNIt V¥ Cer 


June 4—June 11 


This will be the greatest Hotpoint Week in Hotpoint’s 24 
years of leadership; advertised in Saturday Evening Post, 
Ladies’ Home Journal, Good Housekeeping and Sunset 
Magazine. It will mean doubled and trebled sales ALL 
AT FULL PROFIT TO YOU. 

If you are not now selling Hotpoint Electric Appliances 


‘] 


see your nearest Hotpoint Jobber at once. Make your win- . o 
dows identify YOUR store as a Hotpoint store, so that you 
will take your share of the profits. (O 
g < 
ll ae ° , 
u nnouncement oe oe 
vw e So 
Y O es 
v Y AS ee ‘ 
ext Mont GO FH 
4 +. *., ’ 
vr S S s io 
LNTATT OL} rsSrD Gh © & i 
Yd 
‘) oS @ ~ 
EDISON ELECTRIC APPLIANCE CO,,Inc. © @g* 9" 
5644 West Taylor Street, Chicago, Illinois < Oy Ss ™ 
Factories: Chicago, Illinois, and Ontario, California + ys Y oe 
Chicago + Boston - New York «+ Atlanta + Cleveland 2 @ om 
St. Louis + Dallas + Ontario, Calif. - Los Angeles Sg 
San Francisco + Portland + Seattle + Salt Lake City x» oe y 


(In Canada—Canadian General Electric Co., Ltd., Toronto) 
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FEATURES 
beyond 
Comparison 














































































WRINGER “= a 
Die-Cast - 
Aluminum. 
Balloon type Rolls. 
Quick % 
Safety Release 
“THERMOS” 
CABINET YARD STICK 
Keeps water hot. } / fone HIGH 
Encloses ye 3 
DEachoniomn Sah lt | . No Stooping 
" rum)! |, ; 
—— 











$100,000 TUB 
New Type, 330z. 
Copper Tub 


TTT LTTE t as 


WANA! | 


‘ 


Retr 
NN) 





TLL | 





SIMPLE 
MECHANISM 


Only 5 Gears. 
Timken Roller 
Bearings. 




















CHASSIS 
Built like an 
automobile 
Pressed Steel 


No vibration 
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Glectric 


HE NEW GAINADAY welcomes 

comparison. Yet, comparisons are 
difficult because the New Gainaday is 
so different,—different in construction; 
different in operation; different in its 
wondertul sales appeal and in its ability 
to stay sold with a negligible service cost. 


No matter what your past experience 
has been, the New Gainaday will prove 
a revelation. Write today for the plan 
that hundreds of dealers are now find- 
ing increasingly profitable. Qo 


GAINADAY ELECTRIC CoO. 
3014 LIBERTY AVENUE 
PITTSBURGH, PA. 


Ne 





oy, 
(Washer 


Saini 
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Section Two 
Cooperation 
In This Issue— . 
UCH significance may be at- 
Editorials 31 M. tached to the recent meeting 
of the Trade Relations Com- 
Ethel’s Beaux Win Her a Fur Coat 18 mittee of the National Electric 
This informal headline introduces Guy Hubbart’s study of Light Association. This meeting 
the neighborhood store problem. In this case, a high was attended, by invitation, by offi- 
school girl led the merchant, her father, to a success he F ; : 
had not expected. cers of hardware and _ furniture 
merchant associations. The N. EK. 
Radio Industry! What Are You Waiting For? 22 L. A. Committee asked the guests 
Mr. Sinsheimer, the radio editor, says it is time to forget what complaints they cared to make 
confusion in broadcasting, tell the people things are better . 
than they seem and are going to improve. as to the merchandising methods ol 
the electric service companies. 
Appliances Drew the Women and Women Built the President Beatty of the National 
Trade 20 Retail Hardware Association _ re- 
An interesting story of how a new idea injected into subur- sponded on behalf of the merchants. 
ban store brought steady growth. He said that in his own case he nad 
ELECTRICAL GOODS IN PICTURES little complaint. In his home town 
he knew well the manager of the 
$15 For a Title for This Picture 23 local service company and often dis- 
. cussed the sale of electric household 
White House Store’s Electrical Show 24 appliances with him. He received 
: cooperation from the local manager 
Farmer a Good Appliance Customer 28 and enjoyed the association. In 
. th ities, Mr. Beatt id, condi- 
Profitable Service Department 30 ee een Seen re 
tions were not as pleasant and he 
Sally Impresses Mr. Bangup 32 had heard many complaints regard- 
Mrs. Chaniler’s youthful buyer, discussing her greatest suc- — ran and time payment terms, 
cess, gives to the store owner something to think about especially the latter. 
besides a model kitchen. There is a very interesting point 
For More and Better Sales by Better Salesmen 34 here. Is Mr. Beatty or the nerrra8e 
' of his local service company differ- 
The stunt contest is running nicely but there is ready money 
awaiting some of you. A new feature on these pages in a ent from merchants and local man- 
salesmanship cartoon by Thomas F. Chantler. agers in other cities? We do not 
know who is responsible for this 
New Goods for Sale 36 different merchandising condition. 
Prize Picture Award 38 Probably the credit belongs to both. 
But it certainly points out that 
Constructive Publicity 42 agreement is possible. 
as The objective of the Trade Rela- 


tions Committee meeting is to estab- 
lish equally good relations through- 
out the country. There are many 
cities, many merchants and many 
local electric service managers, and 
it will take time to extend the situa- 
tion Mr. Beatty spoke of to the 
limits of the country. 
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Because there is now a new, popular- 
priced Hoover (Model 543), retailing at 
"$59.50, and like The Greater Hoover, 
embodying— 
“POSITIVE AGITATION” 
— Hoover dealers are doing an even greater 
volume than heretofore. 


7 ue HOOVER COMPAN Y, N ORTH CANTON, OHIO 


The oldest and largest maker of electric cleaners The Hoover is also made in Canada, at Hamilton, Ontario 


*Prices slightly higher west of the Rockies and in Canada 








to know the 
difference between 
The HOOVER 


and a vacuum 


yy HOOVER 


«++ as it Sweeps as it Cleans 
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Sincere Men With Honest 


Differences 


ay] ARLY in March a meeting was held in Chicago between representatives 


wa, of electric utility companies and representatives of the National Retail 
. AA Hardware Association, National Retail Furniture Association and the 
i Association of Electragists. The meeting was held for discussion of 
practices and policies pursued by some electric companies in the sale of 

electrical appliances. 





For two or three years the feeling has been growing that the practices of utility 
companies in extending time payment terms on low priced gas and electrical appli- 
ances was unfair compétition. 


This feeling had its climax a few months ago in an open attack on these prac- 
tices by the National Retail Hardware Association through its official publication. 
No objection was raised to the utility companies’ merchandising, but there was an 
unanimous opinion that the practice of selling such appliances as irons, toasters and 
similar priced articles in monthly instalments, which were added to the custom- 
er’s monthly bill for electric service, was not only unsound but constituted unfair 
competition to retail merchants. 


This was especially true as the utilities enjoy almost universally an exclusive 
franchise for the manufacture and sale of gas and electricity. To enter into com- 
petition with merchants who were some of their best customers was in itself seri- 
ous, but to compete on an unfair basis was very serious. 


The sale of electrical appliances by merchants—especially hardware and depart- 
ment stores—has today become a very important part of their business. The com- 
petition of terms, prices, premiums and other devices, consistently employed by 
utilities in enticing the elusive dollar of the consumer has become irritating and 
finally subject to open attack. 


ELECTRICAL GOODS has recognized this situation for some time, and F. E. Watts, 
manager of this publication, has called it to the personal attention of many utility 
executives. It was due in no small part to his efforts that last September a sub- 
committee—known as a trades relation committee—of the commercial section of the 
National Electric Light Association was appointed. The purpose of this committee 
—of which Mr. Watts is a member— is to study relation with the trade. 


The meeting in Chicago was the first of its kind and it is to be hoped the first of 
many of a like nature. It is but a gesture of what may be done by more frequent 
meetings both nationally and locally. For when sincere men with honest differ- 
ences understand each other’s problems the solution is not hard to find. 


President Beatty of the Hardware Association was present and gave a frank 
statement of the case for the hardware dealers. He was supported in the main 
issues by representatives of the Furniture Association and Association of Electra- 
gists. 


Chairman Davidson of the Commercial Section and C. E. Greenwood, chairman 
of the Merchandise Committee of the section, assured the dealer representatives of 
appreciation of the committee of the friendly attitude toward the solution of a com- 
mon problem and pledged the cooperation of the utility companies in finding the so- 
lution. 
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Ethel’s Beaux Win Her a Fur Coat 


Ethel had the idea, her beaux supplied the facts, Ethel’s papa saw the 
difference between his own trade and general trade and then, 
with Ethel’s help, he brought his own trade home. 


By Guy Hubbart 


walk down Elm Street and count the porches, 

There are more than you think between here 
and the store.” Mr. Jones smiled. He was a man 
past middle age and had kind eyes and a little bald 
spot on his crown. 

“All right, daughter, I’ll bite. What’s the catch to 
it.” Mr. Jones was used to his daughter’s ways and 
liked her jokes and good nature. 

“There’s no ‘ketch’ to it. I’ve got an idea that will 
help you sell more electric fans. And you’ll see when 
I show you. Every porch on Elm Street faces South 
and the sun pours down on all of them. You know 
our cool breezes come mostly from the West and 
North. Those porches are lovely places to sit on but 
they’re not so cool along about 4 o’clock on a June, 
July or August afternoon.” 

At this point Mr. Jones’ daughter poured him a sec- 
ond cup of coffee. 

“And another thing, papa, one that will surprise 
you. There are only twelve electric fans in the sev- 
enty-two houses on Elm Street.” 


¢ Prrraie when you go to the store this morning, 





What an Opportunity! 





“Twelve electric fans? Why, Ethel, how do you 
know that? The best families, at least our oldest and 
best fixed families, live on in those homes. And I 
don’t think more than one or two people from that 
section have ever been in our store. Pretty high- 
toned folks, you know, and only buy at the big swell- 
looking stores. Ours is just a small store, Ethel, not 
much to attract the wealthy. But how’d you find out 
about the twelve fans?” 

“Well, papa, I found out. You know a senior in 
high school has lots of—well—er—admirers, if you’ll 
pardon me and three of mine live on Elm Street. I 
offered a prize to the one who found out first how 
many electric fans are owned in those seventy-two 
houses and a bonus for all the extra information 
«bout other electrical goods and 4 

“You offered a prize! You—why Ethel, what did 
you give those boys?” 

“Now, papa, never you mind. They earned it and 
you know how boys are at a dance, always wanting 
ten extra dances. Our senior dance is next week.” 

“Anyway, at current prices there is something like 
$7,000 worth of new electrical goods business right 
in that stretch of blocks and I am going to help you 
get it, whether or not you give me a new fur coat 
next winter. They may be out of style by then any- 
way.” 
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Ethel’s Elm Street is a real one and every city 
has one like it. The best section where the well- 
to-do live, usually in old, roomy houses comfortable 
and fully wired. These homes, contrary to the gen- 
eral idea, are not always first to put in time and 
labor-saving appliances. 





Old Families a Bit Slow 





In fact, due to ability to hire help of all kinds, 
the old families are a little slow to investigate wash- 
ing machines, cookers, toasters, vacuum cleaners 
and so on. But they finally do and, as Ethel pointed 
out to her father, proprietor of a neighborhood store 
carrying general merchandise and partial lines of 
electrical goods, they have the money to spend, when 
ready to add electrical comfort and convenience to 
their home equipment. 

There are three points to Ethel’s story worth the 
consideration of any electrical goods merchant who 
wants more business and better business: 

First, investigation; made by the young lady’s ad- 
mirers, young men who lived on Elm Street and 
visited its homes socially. 

Business won’t come out and beckon the store- 
keeper. He must hunt it up, either Ethel’s way or 
some other way. In this instance the method used 
is the only one of several that would have succeeded. 
But it did and briefly these points were brought to 
light: 

Twelve electric fans on the street; outlets for 60 
more. 

Thirty-two big bedrooms heated only with fire- 
places; ideal places for electric heaters. 

Ten washing machines on the street; chances to 
sell one to a family. 

Three electric toasters in 72 dining rooms—at 
least 60 chances to interest the families in quicker, 
better, browner toast. 

No electric percolators—old families cling to old 
methods of making coffee. 

And so on. 





They Paid the Taxes 





One more point. The 72 families on the Elm Street 
in question paid 36 per cent of the income tax in a 
town of 80,000 year after year. 

Buying power? Yes! 

Other facts that needed no investigation: Three 
big department stores all carrying electrical goods; 
12 electrical shops carrying the usual run of goods 








in addition to Mr. Jones’ general store about six 
blocks from Elm Street. 

Competition? Yes! Plenty. 

And what comes next after learning where the 
business is? 

Methods of getting it. 
three, but there are others. 

Letters to a selected list pointing out the fact that 
the store—yours or anybody’s—has electrical goods 
to sell, and detailing the kind, their uses, their value 
and price,-and the benefits of installing them. 

Counter displays and counter cards emphasizing 
special points about the goods and the use of the goods. 

Street car cards with season suggestions on them. 
Signs and billboards at strategic points where every- 
one can see them. 


Ethel’s father only used 





Some Stores Are Slow 





Some stores, due to lack of resourcefulness and be- 
cause of old-fashioned ideas, do not believe in these 
simple methods of stimulating trade. Others use them, 
but not systematically and skillfully. Still others—it’s 
easy to pick them out in any city—do these things and 
others and build up sales volume by doing it. That 
much for general methods. 

Now some specific ideas that Mr. Jones’s bright, ob- 
serving daughter, senior in High School, helped him use 
to get that Elm Street trade. 

Substance of letter sent to 72 people in big, old-fash- 
ioned, comfortable houses: 

“Dear Mr. Purdy (age 60 years, head of richest fam- 
ily in town): Your big square upstairs sitting room, 
the one on the north east corner of Purdy Mansion, is 
the last word in homelike cheeriness. I know it is, 
although I’ve never sat in it. I can imagine the fire- 
place and the great chandelier and all. Would you not 
like to see an electric heater for use on the cool evenings 
when steam heat or coal are not needed? And a pretty 
enameled electric fan for hot, stuffy days?” 

Enclosed with that letter was a neat folder furnished 
to Mr. Jones by the manufacturer. It showed the elec- 
tric heater throwing out a warm, brilliant light. Mrs. 
Purdy’s imagination did the rest. She could see herself 
moving that heater near her reading table. 

“Nothing new,” says the retailer who waits for 
business to haul him up. “I’ve tried letters. They 
won’t work.” 

No, they won’t, the kind some dealers send out. But 
read Ethel’s opening line again. The little personal 
touch worked all right. 

Two hundred and seventy-two dollars’ worth in three 
months. 





Informing the People 





Window displays demonstrating what the store 
carries and featuring new lines and any new im- 
provements. 

Newspaper advertising, of course, featuring de- 
scriptions and prices and presenting well written 
arguments about timeliness and usefulness of appli- 
ances. | 

Window displays just room to describe one in de- 
tail. Ethel put it in herself. 
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Two electric toasters on a small breakfast table 
with the legs sawed off to bring the display down to 
eye-level. One toaster had four pieces of toast on 
it, the other two. On the back of the table was an 
alarm clock set at 6.30 and on a little tripod a rail- 
road time table enlarged about four times to make 
the numbers stand out. “Express 7.02” was painted 
in in red and on a card displayed on the table edge 
next to the window these words: 


For the lady whose boys take the early train for 
work these toasters save time. Four-piece toasters for 
big family, two-piece toasters for small one. Price ...., 
costs six cents a week to toast 104 pieces of toast, 
brown, crisp, tasty. — 

Laugh, if it seems funny, this kind of sign. But it 
sold 10 toasters in six weeks and did not cost five 
cents to make. All it took was imagination and 
Ethel’s deft fingers. 

Counter cards. Here’s what the one said that was 
mounted on a long counter with six appliances on it: 

We've sold 30 of these electrical cooking appliances 
this year. Every one saves time, worry and money in 
the home. Ask us how much current each one uses. 
We can tell you, and we will gladly do it whether you 
buy or not. 

Simple, yes, but direct, sincere and worth the ser- 
vice of a $20-a-week clerk—for that table and sign 
sold more than 100 table appliances such as perco- 
lators, toasters, chafing dishes and so on. Remem- 
ber Mr. Jones store was a small one, out of the main 
business section. Maybe yours is too. Lots of stores 
selling electrical goods are neighborhood stores. 





Ethel’s Advertising Copy 





And to make it complete, here is a sample of Ethel 
Jones’ copy writing, out of her father’s once-a-week 
newspaper advertisement. 


We carry electrical goods of all kinds—specializing 
on cooking utensils and we figure we saved the health 
and beauty of over 200 women in this city since last 
March. You women know how a hot stove devastates 


skin, hair and hands. 

And the husband’s and son’s “appetites.” Well, you 
—_ Three meals a day, no matter how hot the kit- 
° Yes, come in next time you are passing 26-27 Front 
Street and we'll show you the newest and best appli- 
ances. Demonstrate their use and tell you what cur- 
rent each uses and what it costs per hour.” 

Underneath this, from two to six items were de- 
scribed depending on the size af the ad., with prices 
and illustrations. The space was small. 

Just plain, sensible copy, but interesting to house- 
wives. Read the general run of electrical goods ads. 
and see if you can find anything but statements. 

Yes, Ethel got her fur coat. And her papa got 
$6,500 electrical goods volume from Elm Street and 
a few other streets near it. About one-thirtieth of 
the total business done by all the stores in the city. 

Find out the market, particularly the least worked 
outlets. 

Put in the goods, the kind the market will buy, 
then promote and back up the promotion with good 
service and real salesmanship. 

Mr. Jones’ population (80,000 people) spent $2.43 
per capita for electrical goods the year Ethel Jones 
took hold. Mr. Jones got .03 cents per capita for his. 





Appliances Drew the Women and 
the Women Built the Trade 


Concerning this rather unusual venture in store making, Mr. Salomey says: 


One of our ideas in opening this store was that there was a much greater volume in the newer 
sort of household equipment, including electric appliances and lamps, than there was in the equip- 


(ULUCULA DOU TCDERERERO TORRENS 
VULLOUELOTTUEPRAA CET TTORD 


ment that it succeeds in use in the home. 
: pete with the older stores in building up a trade on the house wares that are disappearing. We 
- — knew there was a great field for electric heating appliances and small lamps of all sorts and so 
- = we went after this rather than the market that was disappearing and which had always been 


identified with the hardware business. 


Salomey, brothers, opened a 

store specializing in electrical 
appliances and hardware in Need- 
ham, Mass., a town of 9800 inhabi- 
tants, on limited capital and un- 
limited ideas. 

Today the gross business runs into 
$50,000 a year and the brothers 
have opened a “branch” store, hav- 
ing outgrown the original “home,” 
and last Christmas they operated a 
third salesroom. 

And this stride to success has been 
taken despite the fact that there are 
half a dozen somewhat similar stores 
within a few rods of their own, in- 
cluding the Edison Electric Light 


IX years ago Thomas and Frank 


Co. with its electrical appliance 
salesroom. 
Naturally the question arises 


“How did they do it?” Thomas 
Salomey answers: 

“There is no magic in it at all. 
There is a lot of perspiration coupled 
with ideas.” 

Ideas! The brothers are young 
and when they came to Needham they 
were unacquainted with the electrical 
appliance and hardware _ business 
except in a minor way. They had 
no traditions to follow or rules to 
break; they studied what people 
wanted to buy and how they wanted 
to buy it. 

Several others stores in the town 
are sometimes called “grandmother 
stores,” as grandmothers of the pres- 
ent residents traded there. They 
were as solid as Plymouth Rock, not 
so many miles away. The Salomeys 
had practically to edge their way in. 





The Salomeys have always put great faith in the drawing power 


of appliances. 


This simply arranged window drew customers 
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So we went after this trade rather than trying to com- 





The brothers decided to bring 
Boston prices to Needham, which is 
a dozen miles from the Hub, and 
give the residents no real reason for 
shopping “in town” and using up an 
hour or more of valuable time in 
traveling. 

It was found that in some cases 
other stores, knowing that the 
shopper would have to buy at home 
or go to Boston, added the price of 
the fare—20 cents each way or 40 
cents—to the purchase price. The 
prices were usually higher than in 
Boston, despite the lower overhead. 
The added price supplied the excuse 
for shopping in Boston. Outside of 
the necessities and purchases needed 
in a hurry, most trade went to 
Boston. The store owners expected 
that it would—and it did. 

The Salomeys brought their prices 
to the Boston level and in some cases 
lower; they added a service that the 
Boston stores could not afford to ex- 
tend. This service enabled them to 
sell 300 high-priced radio sets last 
winter. 

When the tide of business began 
to flow their way after three years, 
they didn’t begin to “high-hat’” the 
town as did one prospering store 
which, incidentally, has gone out of 
business, but instead they redoubled 
efforts to keep the friends they had 
made over the counters by adding 
to their stock items people asked for, 
then adding customers, and then 
keeping their word in every sale. 

The Salomeys figure that each 
family in Needham has a prospec- 
tive gross purchase value to them 
of between $50 to $200 annually, or 
taking $100 as an average, Needham 
can produce for them $98,000 gross 
sales. That is the mark to shoot 
at. To lose a customer, with this 
idea in mind, means lopping off not 











ae pe | ; 
The Salomey store is typical of many in similar cities. Thomas Salomey 


is on the left, Frank Salomey on the right and a customer between them 


only the sales for one year but per- 
haps for many years, costing them 
hundreds of dollars. The loss of a 
customer invariably means losing 
their friends or at least their rela- 
tives. Therefore, they have made 
it a positive rule not to lose a cus- 
tomer. Which, in a way, led them 
to open a branch store. 

The modern stock, including elec- 
trical goods, drew more and more 
women into the store. Then it was 
found that too often the customer 
was delayed by the fact that build- 
ers were making purchases of ma- 
terials and hardware. Fearing that 
such delay in service might irritate 
the woman customer and she would 
go elsewhere, the Salomeys decided 
that they would have a branch store 
where electrical appliances, the better 
radio sets and lamps—things essen- 
tially for the home—would be shown 
in a pleasing array for the feminine 
shopper. 

The original store has become a 
man’s store by gradual steps and the 
branch store is a woman’s shop al- 
though, with the exception of the 
lamps, both stores carry the same 
electrical merchandise at the same 
prices including percolators, waffle 
irons, urn sets, toasters, heating 
pads, curling tongs, hair dryers, hot 
plates, vacuum cleaners and all-the- 
year-around electrical toys. 

The original store carries nail 
knobs, friction tape, soldering irons, 
electric horns, incandescent lamps, 
insulated wire and many small ar- 
ticles purchased frequently by the 
suburban householder. 

The brothers figure that nearly 
one half of their business is done in 
the appliances, radio and lamps, with 
the radio leading. Within the past 
year appliance sales have tripled and 
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they look for next year to be a better 
year than the one just gone. 

In the branch store there is a 
large glassed-in case on the right 
as the customer enters. Here on the 
shelves are the various electrical 
appliances, each shelf containing 
vari-priced goods of the same type, 
such as percolators, for example, on 
one shelf, flat irons on another, small 
lamps on a third. 

The window is decorated twice a 
week with the emphasis always on 
the electrical appliances. Here again 
the goods are shown in tiers so that 
even those who pass on the other 
side of the street can see them. 

The radios are higher priced than 
in the original store. Two comfort- 
able chairs are placed in a “cosy 
corner” so that the shopper can be 





at ease with a friend and “listen in” 
before making selection. Service 
goes with each set for a year. 

It might be interesting to know 
that originally the two brothers were 
the staff of the store. They now 
employ three salespersons, one be- 
sides themselves in the original store 
and two in the branch, one a girl. 

For advertising, they use the 
town’s weekly newspaper entirely 
with an advertisement on the same 
page and in the same position every 
week and have since they began busi- 
ness in Needham. Before Christmas 
they have a Santa Claus strolling 
the streets to attract children, an- 
other move to interest the mothers 
in “buying at home” for, otherwise, 
the children would want to see Santa 
Claus in the Boston stores. 


AA Say ee, 
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In these glassed-in shelves, merchandise is arranged by kind. The 
salespeople, when not waiting on customers, study this merchan- 
dise for selling points 
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Radio makers and merchants! 
What are you waiting for? 


Business 1s slow because you let down during 
the confusion—N ow 1t 1s time to 
take heart and go ahead. 


By Arthur Sinsheimer, Radto Editor 


HERE’S enothing the matter 
with the radio business today 
any more than there was any- 
thing the matter with it during the 
some season of the six years that 
have gone before. Outside of a 
natural little slump that all kinds of 
merchandise experiences as we get 
ready to slide from one season to 
another, a great part of the tem- 
porary decrease in radio sales can 
be laid right at your own doors be- 
cause of the scare that you’ve al- 
lowed to creep into the buying 
public’s mind—without doing some- 
thing about it. 


Too Much “Chaos” 


For at least two years there’s been 
a continuous roar from all sides 
about the “chaos of the air,” and the 
talk on the subject within the in- 
dustry got so bad that one of our 
great leaders, Mr. Klugh, the execu- 
tive chairman of the National Broad- 
casters’ Association, pointed out 
that it was having a detrimental 
effect on the buying public and he 
asked all members of the press to 
stop talking about the matter in 
their publications so that people 
would feel free to go on with their 
radio purchases. 

It worked well, too, until last year, 
when things again broke out after 
the supreme court decision that no 
one, not even the Department of 
Commerce, had the legal authority 
to properly regulate radio broad- 
casting—the very heart and soul of 
the radio industry. 

It was then that things did get a 
little rough on the broadcast lis- 
tener, but even with stations jump- 
ing hither and thither among the 
wave lengths and the Department of 
Commerce having no legal alterna- 
tive other than to give a license to 
every new station applying for it, 
which added several hundred more 
disturbances to the already over- 
crowded ether—I say that even 


under such disorder in the air you 
know and I know that if we didn’t 
try to reach out and bring in the 
other side of the world on our radio 
sets, on the whole we’ve been having 
more than a good money’s worth of 
pleasure from our radio receivers no 
matter how much we had invested 
in them. Well, why isn’t it a good 
sales idea to keep right on featuring 
this satisfaction to the buying 
public? 


Remedy Was Needed 


Most assuredly I agree that legis- 
lation was sorely needed, and it was 
needed for a long time, but I don’t 
concede that it was necessary to 
scare the buying public to the point 
where they thought it best to wait 
to see what would happen before 
they bought sets. 

Oh, I know that some of you are 
going to say that the public had to 
be aroused over the situation so that 
Congress would take some action, but 
it’s one thing to sour people and 
another to help them to get their 
rights because of the great per- 
sonal interest they take in the mat- 
ter. 

The public wants radio and will 
buy it, but people get skeptical 
when they are drawn into legal en- 
tanglements and government legis- 
lative matters. These problems I 
believe to- be almost entirely an ob- 
ligation for the radio industry to 
solve in the interests of itself and 
the buying public from whence the 
source of all radio income ultimate- 
ly flows. 

And now that we’ve gotten from 
the last Congress at least a good 
start in the way of legislation with 
a Radio Commission appointed and 
at work to try to bring about some 
sort of order in broadcasting con- 
ditions, things on the horizon begin 
to look much better, so for heaven’s 
sake let’s stop talking about the 
Commission and let them do their 
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The Man Who Knows 














work in peace and for our success. 

Being a member of the Radio 
Commission is no sinecure, and 
while each man was selected because 
of his known ability, integrity and 
fitness for the appointment, the job 
they must perform is of such a na- 
ture that they are bound to make 
certain decisions that will tempo- 
rarily appear to small groups and 
individuals to be unfair. But don’t 
forget that they must synchronize 
certain things in radio, more par- 
ticularly broadcasting as it concerns 
licenses and wave lengths, so that 
through better service to the listen- 
ing public the whole radio industry 
will benefit. 


A Good Commission 


As chairman of the Committee, 
President Coolidge appointed Rear 
Admiral W. H. G. Bullard, U. S. N., 
who knows plenty about radio, hav- 
ing been instrumental in planning 
several of the electrical and radio 
communication courses now being 
used at Annapolis. Judge Eugene 
O. Sykes of Mississippi will use his 
legal talents as counsel to the Com- 
mission. Our own good friend, radio 
editor O. H. Caldwell of New York, 
brings to the committee his many 
years of successful work and practi- 
cal experience in the electrical and 
radio field. John Dillon, govern- 
ment radio inspector of San Fran- 
cisco, has had his finger on the pulse 
of radio since its inception, and 
Henry A. Bellows of Minneapolis 
brings to his co-workers a practical 
working knowledge of actual broad- 
casting from a large operating 
station. 

These five men have a tremendous 

(Continued on page 42) 
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$15 For the Best Title for this Picture $15 





a. 
N. Lazarnick Photo 
1—Contest closes May 14. 5—The winner will be announced in the second issue 


2—Contestants must be connected with retail sales of of the ELECTRICAL Goons following this issue. 
appliances, or radio. 4—The Staff of ELECTRICAL GOODS SECTION will be 


3—Print your name plainly, address, store you are judges. 
connected with and position occupied. 


SPECIAL—Please do not tear the page from this maga- 
4—In case of tie each contestant will receive $15. 


zine. 


Address—Title Contest, ELECTRICAL Goops SECTION, 239 West Thirty-ninth St., New York City. 
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NCOURAGED by the success of the Electrical Goods 

Show of last year, J. Woerner, buyer for' the household 
and china departments of the White House Store, San 
Francisco, this year planned the second annual exhibition 
as a traffic drawing feature for the annual household sale. 
The show was announced by eight show windows (four are 
reproduced here) and a double truck advertisement in the 
newspapers. Follow-up advertising appeared later. The 
16 manufacturers and jobbers participating begged so hard 
for more than a week that three days were added. All 
appliances were in Washing was done, toast 
made and electrical refrigerator desserts were served. The 
White House electrical force did the preparatory work. 

The drawing power was amply proven — 


operation, 
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| A fall automatic time control on an L. and 
| which makes it possible for you to forget all about the 


This new 


= 


Use Our Shopping Service— 
Telephone Kearny 5000 


_ THE WHITE HC 


_=———__ Elle 
—~ and Factory Demonstr 


It was about 175 years ago that Benjamin Franklin conducted his famous experiment of flying a kite dur 
bringing electrical sparks to a key he had fastened to the end of his kite string. Even in his highest flights of { 
in electrical research could not have dreamed of the wonders which have been achieved in electric develoy 
lievable strides which have been made to take the drudgery out of housework. But how many homes are | 
not taking advantage to the'fullest extent of the ingenious electrical appliances devised to save the time and la 
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Your afternoons free of kit m WworTt 


with a Westinghouse 

Automatic Electric Range 
Electric cookery is the most modern method bee 
safest, cleanest and economical ’ 
in your home, your dinner will be cooked per 
shopping or attending a club or tea 
For it is as easy to cook a big juncy rostt and severa 
vegetables on this range as it is to fry chops with an 
ordinary stove 


nel 


suse it is 





The Westinghouse AUTOMATIC IRON 
» the only won thet tures iteelf on and off 

it is always at the nght tem 
perature-—acrer too hot nor toe cool, A 
epleadid bron at 2 aoramal 


: $7.75 








T) ere ar 


many important Se 
mew features to the 

Automatic Eleétric Range 
H. range 
cooking of your mea!s - you how 
ample it is to set the control te mgulate your while 


you are gone the whole e« and return to find you: 


dinner cooked 


queen's 


Sold on 

Co ~thy Comemen 

Thor Shop. Monthly 
ben Francine Pa 





cylinder washer 
een} / qiash vour clot loam 
quickly and without wear 
Heavy blankets, bath rugs. linens, shirts or even pnzed old 
curtains Thor electnc washer gives perfect cleaning 
With one in your home, you can be 
safety in washing. and that 
cals wil! be used Th 


ure of 
yniy pure soap and no chem 


rs patented Luminod cylinder 


— - 





You have the 
Refrigerator 
—the Electricity 


now you need only 
Kelvinator 


Kelvinator goes right int 
your present refngerator —it 
connects with your electric 
] have auto 


mes and you 


that—but freedom fro 
bothers of refngerator care- 
freedom from the inconven 
rence of ice delivery ou 
are assured of dry and con 
@ant cold that keeps food 
fresh and appetizing for « 

yng tune. You can even go 
away on week-end trips and 
return to find your vegetables 
and other foods in perfect 
Kelvinator is the 
nee 


f electric 


s a convenience every 
ewife will find « r- 


tant to mspect 





Toaster 


P 
Everyone knows the absolute 


ve) ze slices of 

ad saving you from 
mmuing the bread to fit the 
aster. Se tin the do« 
wn a le v drop in a 
e of oread i clove. Tip 
nea way open 

tur 


as smooth as glass. Dirt, soap or grease cannot cling te it th scarce! 

It need never be lifted out Come in and actually see th cia es of toast 

remarkable washing machine work. A demonstrator is are ready you. On dis 
| here for Electrical Week av on the T Floor 











Madame Good Housekeeper, 
Laun-Dry-| 


‘ 
: Wash day—like Blue Monda 
There s noth ng you 
both waal 


aw against it 





Dry-Ette that does the work of 
to turn out an entire wast 


ashing in sho -_ , 
water. No need for laundry tubs here—-scalding waters 


yut all soap. The whirling extractor dors ax sheets f 
Yet there is complete safety for operat t ! 
cof and simplified oilings are very my 


cw yer c er 
s here to explain it to you 
This “Royal” attaches 


Laundry Tray 


| 
i 
A labor-saving. time-raving and space-saving — 
device that can be attached to | x 


tray—to form an electne washing ma 


ROYAL Vacut 


“The electri 


Too many more worth » e 
4 tume and erg z 

way. The yal vacuum cleane 

minutes that can be more 

back fc and 


@ithout raising a lot of 
yar hardwood f 
attachments and f 


Pos sas 
Sold on Con erent Vion 





The Small Electric 


with one and two 


burner 


In this day of hustle and bustle —the 
small electric stove plays an important 


past in the lives of many. For 


hoty mea!s — breakfast sncheon 
afternoon tea or buffet supper 
smal! electric stov 


» 
S. + . 
en eS 


Then agai. the tournt fir 


andy ad the sch rs ry " 
a luxury. A number of Myles and type : ee al 
here for your inspection, as wel! as a 
large display of other Bersted ; 
» electn 1 le 
' 


molds and percolator sets 





24 








.-- 


SAN FRANCISCO SHOPPING NEWS MONDAY. FEBRUARY ?, 





1927 


—P ACE 

















Iticd 


tions 


thunderstorm and 
;, this early pioneer 
it, the almost unbe- 
» even now that are 
of the home maker? 








one minute 
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The successful business man will have only the newest and most modern 
appliances in his office and the newest inventions in his factory—yust so 
cient housezetfe equip herself zwiih news home appliances 


should the « 


The 


Maytag Electric Washer 


will do the entire family washing in one short hour---and washes 


everything, even collars, cuffs and wristbands, 


‘ 
In hundreds of homes in San Francisco and 
the Bay District where Maytag does the 
washing, “Blue Monday” has been changed 
to just an hour of pleasant home laundering. 
There is a decided gain, too, in the cleanli- 
ness of the home-washed clothes that come 
so fragrantly clean from Maytag’s satin- 
smooth tub 


San Franciscé’s Shopping Centers 
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RAPHAEL WE ILL & CO., IN¢ 


without hard rubbing 


Maytag is the most compact washer made--- 
it takes a floor space of but 25 inches square. 
Its cast aluminum tub will not warp, rot, 
swell, split or corrode. It is easily adjusted to 
your height, and clothes can be put in and 
taken out with the washer running. 
factory demonstrator will explain these out- 


standing features to you. 


Entrances: Sutter, Crant and Poste: 


-THE WHITE HOUSE 
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of Household Appliances 





Exhibt 


Use Our Shopping Service 
Telephone Kearny 5000 
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Through the co-operation of 16 of America’s most progressive electrical manufacturers, we are privileged to hold this Educational 
Exhibit during the week of February 7 to |2---visit the displays Monday or any day during the week---see washing machines actually 
at work---see ironing done the easy way---see the dozen and one other forms of electrical magic that will bring added hours of leisure 
into every home, save health, make every day of the year more enjoyable. Lost time is never found again, and time spent in house- 
work, drudgery that could be saved by doing it electrically is most reckless extravagance. You may take advantage of our Convenient 


Payment Plan to provide yourself with the most modem labor saving electrical equipment. 





The Majestic Hotcake 
and Waftle Iron---New! 


Here's a new electric iron that serves a double purpose. It cooks crusty, golden 
waffles or delicious, pyping hot hotcakes—as you desire. Majestic cooking gnds 
are instantly reversible—one side for cooking waffles, the other side of smooth 


— 





Majestic Electric Heater 
gives comfortable warmth on the coldést mornings 


peal. Can easily be polished. A patented 


copper that wi il n not 
of heater always cool 


“dead-air™ space em back 
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Lamps 


/ Almco 


° , 
are America’s most 


beautiful lamps 


Lamps are essential decorative 
units in the home. They are need- 
A ed to relieve the harshness, and to 
impart the soft tone and willowy 
grace which lend atmosphere to 
the home. 


son MICO LAMPS are created by artists— 
propor- 








hasers and etchers. who work by hand 


“ — cmesual dimlay here . Tenging 
$39.50 w $225 


hy 42 " Premier Duplex 
2 i 


is so smooth 1t pur-r-s! 





Just a few easy strokes over your living and 
dining rooms and presto!—+the rugs are once 
agai clean and fresh—for the Premier Duplex 
is thorough! No pushing or pullingjust an 
easy, guiding hand is needéd—Premier does 
the rest -G-B 
type is silent and powerful. The suction gets 


the deepest dirt—the motor-driven brush gets 


A smooth ball-bearing motor— 


' the lint and threads —ddquble action! A 

iad ' sweeper that will lighten your household duties 

Premice Sereice Co. Ochlend appreciably—tucks into a small space in your 
closet——and may be purchhsed on our Con- 





venient Monthly Payment Plan 

















Courtesy of 
Holbrook, Mer ll na Stetson 


Ice making simplified to 
the last degree by 


ElectrICE 


Here is an electric refrig 
erator of a new type—revo 
lutionary in principle and 
performance. It is the last 
word in mechanical sim 
pliaty, having only two mov 
ing parts. A white steel cab 
ote 

tance ~~ a noteworthy 
convenience in its actual 
working. The machine re- 
quires no personal attention 
whatsoever. Only the motor 
must be cared for, and that 
you merely oil twice « 
year. Moreover, with the 
ElectrICE “‘de- frosting” is 
never necessary The special 
process prevents frost from 
accumulating on the cooling 
unit. It ts here for your 
inspection — for Electrical 
Week 





Courtesy of Hotpoint Co., Inc 


The 
Triplex Grill 
A complete electne range in 


miniature — which performs 
three cooking operations at 


once. Its special design per- 


mits toasting in the center of 
the unit and at the same time 
cooking above and brotling 
below. A compact grill fur 
nished with deep and shal 
low pans, egg poacher. and 
toasting rack. Finished in 
highly polished nickel — has 
non-scratching fiber feet and 
standard attachmen: cord 
and separable plug. May be 
attached to any electric light 
socket 




















Courtesy of the = 


Electric Steam 
WLAN 






Radiator Corp 


Sold on Convenient Monthly Payment Plan 


‘Tesra Steam Heat 
by Electricity 


Solving the heating problem with steam om. produced 
by electricity is another triumph of the elec 
When you want light, you touch a button 
you marvel at t hy ocess ‘jai you can get st 
heat just as simy fire ugh ky. aRA See The White 
House Education "t xn of steam heat electrically 
niga AS A ot -boike = (anes 

How TESRA Works 
Tesra consists of a steam radiator of the newest, most 
attractive and most effi ent des qn ‘esra 
radiator is a complete steam heating plant‘w th an elec 
tr eam generating Onit ins Je. It starts at the touch of 
a bafton omatically keeps an even temperature 
thereafter, using electricity on! y half the tim 


Where TESRA may be used 


The Tesr& radiator is easily inst@iled in both new and 

old homes and buildings of every type im the city and 

country. It requires no boiler or furnace, no ‘. 

no vent. It discharges no fumes and needs no attention 
a cup of witer af op mg i  iatareale when the glass 

water gatge # needs replenishing 


The cost of squrating TESRA 


Users cf Tene peeays are ang to the combinghon 
rate of the local pow " Each radiator eon- 
from 


sures iWYye to 2c of electricity ig each hour of 
operation. Thao makes efficient heating with Tesra cost 
Sess try other equally efficient heating method 


Prices of TESRA Radiators 


A-3—19', inches high; 12 square feet, $62.50 
A-5—19! 2 inches hugt 14 square feet $65.50 
A-7— 23 inches high 17 square teet $67. 50 


in ee ee 
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The N 


washes, dries at the same time 


Less fuss, less work s hme —with an 
Clothes turne d« out clean, fresh and white m n practically 
no time at all! And w n home wouldn't wel- 
come a eases of thie wpe that enables the housewife to 
put out an entire wash without « or of of water to lift or 
carry. It where on special display for Electrical Week 
A demonstrator wil! expla 
you. Come in and see it 


hat moc 
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few Easy W asher . 


the most ounute detail to 
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Eveready Layerbilt 
“B” Battery No. 
486, the Heavy- 
Duty battery that 
should be specified 
for all loud-speaker 
Sets. 








The Layerbilt pat- 
ented construction 
revealed. Each layer 
ts an electrical cell, 
making automatic 
contact with its 

neighbors. 
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Radio is better with battery power 


facts about radio batteries, as 


RApIo receivers designed for 
quality reproduction operate best 
on well-made dry cell “B” bat- 
teries. What your ear tells you 
about the performance of battery- 
run sets is confirmed by labora- 
tory tests that reveal that bat- 
teries alone provide steady, noise- 
less ‘“B”’ current, taking nothing 
from and adding nothing to radio 
reception. Batteries, and_ bat- 
teries alone, provide pure DC 
(Direct Current). Only such cur- 
rent can give the best results of 
which a set is capable. 


Battery Power is dependable, 
convenient and reliable, under the 
user’s sole control, ever ready to 
serve when the set is turned on. 


As “B” batteries approach the 
end of their usefulness, a slight 
drop in volume gives warning in 
ample time. No one need ever 
miss even a single concert from 
a battery-equipped set. 

Not only in results, conve- 
nience and reliability are ‘‘B”’ bat- 
teries unequaled, but they are also 
unapproached in economy, pro- 
vided, of course, the correct size 
batteries are used. That means 
the Heavy-Duty type for all re- 
ceivers operating loud speakers, 
as most do nowadays. Smaller 
batteries are not as economical, 
though they give the quality ad- 
vantages of Battery Power. 

Those are the fundamental 


~ 


given to the publ 


ic in our April 


advertising. That it will have a 
tremendous influence on battery 


sales is evident. 


Stock up on the 


Eveready Layerbilt ‘‘B’’ Battery 
No. 486, the best and most eco- 
nomical “B” battery ever built. 


Order from your 


jobber. 


NATIONAL CARBON CO., Inc. 


New York 


Atlanta 


Chicago 


San Francisco 
Kansas City 


Unit of Union Carbide and Carbon Corporation 





Tuesday night is Eveready Hour Night 
—9 P. M., Eastern Standard Time 


WEAF—New York 
wJAR—Providence 
WEEI—Boston 
WwTaG-—W orcester 
wF1—Philadelphia 
wor-Buffalo 
WCAE-Pittshurgh 
wsal—Cincinnati 
wTaM—Cleveland 
wwJ-Detroit 


won-Chicago 
ee P 
in inneatolis 
. SOOT Se Paul 
Ksp—St. Louts 
wrc-W ashington 
woy-—Schenectady 
WwHAS-—Louisville 
wsB—Atlanta 
wsM—Nashville 


wac-Memphis 
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Eveready 
Flashlight 
Batteries 
do serve 
better— 
and here’s 
why: 


EVEREADY Flashlight 
Batteries are made by 
the makers of the fa- 
mous Eveready Radio 
Batteries. They are 
made with the same 
precision and rigid 
care, but are especially 





Reload Now- 


here's how/ B 
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. FOR BEST RESULTS 
PUT IN SERVINE BEFORE 





designed for flashlight 
service. Long life is 
built into them at the 
factory. Here are six 
main reasons for Ever- 
eady superiority: 


| Fveready Flashlight Batteries 

are dated. You know they’re 
fresh when you sell them. An Ever- 
eady feature that protects customer 
and dealer alike. 


The “star washer.” This accu- 

rately centers the carbon “‘bob- 
bin” in the zinc can. A patented 
Eveready feature, insuring uniform 
current-flow when light is on and 
consequent longer life. 


The rolled-and-soldered can. 

More expensive to manufacture 
than the ordinary “drawn” can. 
Insures uniform thickness of metal, 
resulting in uniform electro-chemi- 
cal activity. 
4 Projecting tip on brass contact. 

Insures perfect contact from bat- 
tery to lamp-base, and from cell to 
cell. Another patented Eveready 
feature. 
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The Eveready jacket. Consists 

of asphaltum, sandwiched be- 
tween two plies of chip-board. 
Prevents short-circuiting by keep- 
ing out external moisture. 


The carbon mix. After all, the 

real heart of the battery. “These 
“active materials’ are prepared by 
a patented process to give longest 
service. 


Eveready Flashlights 
and Batteries in the 
window mean more 
customers in the store. 
Ask your jobber. 


NATIONAL CARBON Co., Inc. 
New York 
Atlanta Chicago Kansas City 
Unit of Union Carbide and Carbon Corporation 


EVEREADY 


FLASHLIGHT 
BATTERIES 


— Best in every case” 


San Francisco 

















Farmers are Good Appliance Customers When they get the Current 





Mrs. J. M. Lewis of 
Larned, Kan., has a 
well equipped kitchen. 





An electric range, re- 
frigerator and fan 
are in sight 
This is the kitchen of the 
Stockwell ranch, near Larned, 
Kan. The ironer is in use, 
the electric range is at the ex- 
treme right and the electric 
refrigerator at the left. 
s 
The portable motor 
solves many ques- 
tions of farm 
power. It is taken 
where its services 


are required, when 

the working sec- 

tions of the farm 
are wired. 
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SPEAKER 








The JUNIOR CONE is the 
| Outstanding Speaker for 1927 


UTAH RADIO PRODUCTS CoO., 1615 S. MICHIGAN AVE., CHICAGO 





17'2-In. Senior Cone $1 6 13-in. Junior Cone $10 14-in. Standard $22-S50 11-in. Junior $12.50 1714-in. x 13'2 in. Book $19 


One Suanrantéeeal 
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Appliance Service Department Pays a Profit 


Good Merchandise, well sold, makes few demands for free adjustment calls. 


HETHER or not a store 
profits from or pays for its 
service department depends 


a great deal on the way electrical 
goods are sold, said L. Wright, 
manager of the electrical goods de- 
partment of the Z.C.M.I. store in 
Salt Lake City. 

This store is the one founded by 
Brigham Young, shortly after he led 
his band of pioneers across the Con- 
tinental Divide and said, “Here is 
the place.” Mr. Young, as is known 
to every reader of history, had sound 
ideas of service. That was one rea- 
son he laid the foundations of the 
store on broad lines that obtain until 
this day. 

This store, he reasoned, must be 
of service to the people, but the 
people must have certain obligations 
of fair dealing with the store. And 
these ideas prevail. It is the obliga- 
tion of the store—as his reasoning is 
applied today—to see that the cus- 
tomer understands how to get the 
service from the appliance; also to 
see that all guarantee promises are 
fulfilled. On the other side, the 


customer must use the appliance in- 
telligently and whatever damage is 
caused by misuse or by wear after 
the guarantee period must be paid 
for by the customer. But to get 
back to Mr. Wright’s summing up: 

“We sell our electrical merchan- 
dise in such a manner that custom- 
ers realize that we will not stand for 
abuse; and we see to it that the buy- 
er understands the appliance well 
enough not to ruin it before we turn 
it over to her. This policy cuts down 
the number of service calls surpris- 


ingly.” 
This understanding is brought 
about by careful delivery. A wash- 


ing machine is delivered on wash- 
day if possible. The person deliver- 
ing it sees the first washing done— 
does not do it. The woman who is 
to use the machine does it. Some 
cleaning is done with the cleaner. A 
meal is cooked on the range. 

With the owner of the appliance 
understanding exactly what it will 
do and how to do that, there are 
many fewer service calls. 

The method of handling partial 
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is designed to cut 
down service calls. Smaller § ap- 
pliances are all sold for cash. On 
the larger appliances, limited credit 
is extended. But always a sufficient 
payment is insisted upon to insure 
the owner having an interest in the 
appliance. 

Demonstrations of all appliances 
are featured. The sales booth in the 
store is equipped for the use of anv 
appliance and customers are urged 
to watch the action and urged to ask 
how certain things are done. 

Demonstrations outside the store 
are made by the service men and, 
of course, they know what informa- 
tion will forestall a service call. 

Service is given freely until the 
customer understands the use and 
then calls are answered without cost 
during the guarantee period. After 
this period, all service calls are 
charged for at the rate of $1 an 
hour, figured from the time the ser- 
vice man leaves the store, plus the 
eost of parts and material used. 
Under this method, the service de- 
partment is self supporting. 


payments also 








SULIORIAL PAGE 


to be that time payments are a part of the merchandis- 
ing structure of this country, just as other forms of 
credits obtain between dealer, jobber and manufacturer; 
that more care must be taken in selection of risks; that 
‘some merchandise is not suitable, and that there must 


Selling Radio Tubes 


ADIO tubes, for the present at least, are an 
R intimate sale. The successful seller of tubes 
must establish an advisory relation with the 
customers. New tubes are constantly being placed on 
the market, both from new manufacturers and from 
established manufacturers. The customer believes there 
is much improvement coming in radio and that some of 
this will apply to his old set through the purchase of 
improved tubes. Under these circumstances the tube 
lends itself strongly to the type of store that maintains 
friendliness with its customers. 





Can you tell your appliance customer how to read 
a meter? 





Doorbell Ringing 
ECENTLY some electric service company exec- 
R utives discovered that indiscriminate doorbell 
ringing is bad for public relations. They have 
learned that women resent being called to the door 
by salesmen and they are writing letters to industrial 
publications saying so. Real merchants have known 
this a long time. Perhaps they have purposely let their 
friends in the electrical business learn this primary les- 
son by experience. We know a number of merchants 
who are preparing to undertake outside selling of elec- 
trical appliances, but they are building lists of their 
store customers and are insisting that a!! calls be made 
by appointment. 





Can you explain to your customer why it will cost 
only 1c per meal to operate a percclator? 


Service and Refrigeration 


UCH comment about service has accompanied 
M all discussions of merchandising electrical re- 
frigeration. We have been of the opinion from 
the beginning that there was entirely too much. Now 
comes James H. Frazier, a former automobile man who 
is serving as manager of agencies for Rice Products, 
Inc., and supports our opinion that the service has been 
over emphasized. “The service should be done in the 
factory, rather than the kitchen,” says Mr. Rice. Our 
opinion on the question of service is getting stronger 
constantly because none of the department or hardware 
stores we know that is selling electrical refrigeration is 
finding service such a terrible proposition. 





If a customer buys a dozen 25 watt lamps, half a 
dozen 40 and the same number of 60, can you tell 
operating cost? 





Time Payments 
PPARENTLY the discussion about time pay- 
A ments is receding from the high point of time 
and energy devoted to the subject some months 
ago. The reason is that a fairly definite policy is work- 
ing out of the wide discussion. The conclusion seems 
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be conservative banking supervision. A merchant who 
arranges his business within these confines can go 
ahead wthout fear. 





Did you ever ask a customer to compare meter 
movement on carbon and tungsten lamps? 





Store Traffic 


E hope all of you read the story in the last issue 
W of ELECTRICAL GoopDs of the Hollywood mer- 
chants who advertise incandescent lamps quite 
heavily and then not only sell lamps but also a consider- 
able quantity of appliances. This is an excellent exam- 
ple of associated merchandise. Lamps are a good leader 
for an electrical department, much better than lead pen- 
cils would be, although as much effort to sell the lead 
pencils probably would bring as many customers to 
the counter. Electrical goods are closely associated 
and when a buyer is thinking in terms of lamps, he 
can be led easily to think of the other wonder work- 
ers in the electrical line. 
Do you know which of your appliances operate on 
direct or alternating current ? 


Fan Weather 
[ites hot days in a row constitute “‘fan weather.” 





The summer may average very cool and still fan 

sales be good. Any summer will supply three or 
four hot days in a row and if you take advantage of 
these, you need not worry about the rest of the season. 
On the first hot day, exhibit a few fans. On the second, 
double the exhibit and on the third put every fan in 
stock where the most people can see them, also feel 
them. A fan sending a cool breeze across the sidewalk 
on the second day of a hot spell is the best sales pro- 
moter. 


Do you know the price of current in your com- 
munity ? : 








Washing Machines 


XPERIENCED merchandisers tell us the one 
HL; chief cause of the limited dissatisfaction with 

washing machines is that some salesmen persist 
in selling them as wonder workers; that they let the 
woman believe that all she has to do is to put some 
water, soap and clothing in the machine, turn the but- 
ton and presto. The washing machine is too much of 
a human blessing to be abused in this way. Why not 
be frank enough to give the woman a cnance to escape 
backache and realize on her purchase? 





Do you want the answers to any of these ques- 
tions ? 
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Sally SELLS by SERVING 


Her model kitchen becomes such a drawing card for several departments 
that she gets an opportunity to puzzle the head of the 
business by telling, him a homely truth 


66 SUPPOSE you’re getting 
| ready to write a. success 
story?” Mr. Bangup asked 
Sally as he stood beside her at one 
end of the house-furnishing depart- 
ment—over the destinies of which 
she now presided—and viewed with 
evident satisfaction the continuous 
stream of visitors to the permanent 
exhibit of the model kitchen. 

Sally smiled. She detected a lurk- 
ing sarcasm in his voice, but pre- 
tended not to notice it. 

“Hardly that. I am not one to 
be carried away by flash-in-the-pan 
success,” she retorted, good-hu- 
moredly. 

“Surely you are not seeing your- 
self as anything so unstable— 
fleeting one might almost say?” he 
inquired in mock concern. 

“No, frankly I don’t. Which is 
probably a confession that I do not 
think myself a success.” 

“Good sign. You’ve a_ steady 
head, Miss Hope, may it always re- 
main so.” Mr. Bangup always be- 
gan treating Sally as a junior clerk 
and ended by defer- 
ring to her judgment. 

“That, of course, I 
can’t guarantee—but 
I try never to lose 
sight of the broadest 
definition of what 
really constitutes suc- 
cess.” 

“May I ask what it 
is?” he asked seri- 
ously. She had a way 
of turning any con- 
versation into chan- 
nels sometimes quite 
bewildering. 

“A truly successful 
man, Thomas Edison, 
I believe, once said, 
‘success in anything 
always depends upon 
your future and not 
your past accomplish- 
ments.’ I’ve just 
started the climb— 
[ may never even 





Mr. 





By Ethel Wan-Ressel Chantler 





reach closer to the top—but cer- 
tainly I’ll never stop climbing.” 

This proved almost a_ verbal 
Waterloo for Bangup, and before he 
could think up an appropriate an- 
swer she excused herself and hurried 
down the aisle to answer a call for 
her assistance. 

Mr. Bangup looked after her ad- 
miringly—her definition of success 
impressed him. It did even more. 
It clarified his own objective in a 
way fifty years of business associa- 
tion failed to do. He was conscious 
at that moment as never before of 
the value of the right kind of women 
in business. 

“They bring something more than 
mere ability,” he thought. 

How much of this something Sally 
Hope had brought to Bangup’s big 
department store he was yet to dis- 


cover. 

Now as he surveyed the floor, the 
displays and salespeople with ap- 
praising eyes, it occurred to him for 
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Bangup looked after her admiringly—her definition of 
success impressed him 


32 





the first time, that they looked un- 
like those of any other department 
in the store. In fact, the only point 
of similarity seemed to lay in the 
regulation dresses. Obviously they 
were women who, while not older 
than many of those in other depart- 
ments, gave the impression of being 
older, more sedate than they actually 
were. 

Another of Sally’s ideas worked 
out. She was gradually molding the 
sales force into the kind of women 
she contended housewives would 
really like to deal with. 

Was anyone more capable of mer- 
chandising household wares? He 
wondered. 

Yet there were those who ques- 
tioned her ability. Her promotion 
had, in fact, excited considerable 
speculation, particularly among the 
men buyers. 

But Sally, with one grand gesture 
—the establishment of the model kit- 
chen—had dissipated this suspicion. 
For every department in the store 
had benefited directly or indirectly 
from it. Indeed, it 
proved to be the first 
time in fifty years of 
Bangup’s business 
history that the store 
made a real and last- 
ing impression on the 
consciousness of the 
housewives of the 
community. The 
model kitchen had 
stirred their interest 
beyond all anticipa- 
tion and Bangup’s ad- 
vertisements in the 
daily press held as 
much fascination for 


them as the news 
columns. 
It is doubtful if 


Sally realized, except 
vaguely, what the es- 
tablishment of the 
model kitchen would 
bring to the store. 
When urging it she 





had argued that it would be a ser- 

vice to every housewife in the com- 
munity. That she had been right 
was evidenced by the sudden interest 
in her own department and the store 
generally. 

In short, Sally had hit upon some- 
thing—the’ value of which was so 
obvious that everyone, including Mr. 
Bangup, wondered why it had not 
been done before. But such is al- 
ways the fate of the simple and ob- 
vious. Most of us spend a lifetime 
seeking our fortunes far from home, 
when a greater reward for our ef- 
forts is available close by. 

Sally was the one in a thousand 
fortunate enough to have the value 
of her own surroundings and limited 
experience pointed out to her by her 
father and she, upon following his 
advice, was already tapping a veri- 
table gold mine in her mother’s 
kitchen and in her own housekeep- 
ing experience. 

Housekeeping was something 
about which Sally knew a great deal 
—and could easily learn more. So 
instead of entering upon a career 
where her climb would be over ab- 
solutely unfamiliar ground, she ac- 
cepted gratefully what the gods held 
at close range. Success for this 
reason seemed inevitable. 

The housewives of Bustleburgh 
were grateful for the model kitchen. 
Already they had accepted it as a 
guide, an example of what they hoped 
to attain. It was fairly teeming 
with ideas they wanted so much to 
introduce into their own homes. 

When they wanted an idea about 
dressing kitchen windows, arrang- 
ing the furniture, and acquainting 
themselves with the latest in the way 
of utensils and appliances, they came 
in to consult with the charming 
woman attendant, who knew so 
much and always took special inter- 
est in their problems and offered 
such valuable suggestions. 

When a housewife was particu- 
larly puzzled, the advisor even of- 
fered to visit her home in an effort 
to help her. She never tried to sell 
you just anything, she tried first to 
make certain you needed what you 
thought you did and if there was 
something better to take its place, 
she told you about it, not in a su- 
perior way, but rather submitted for 
your approval. 

Sally had chosen this lady with 
great care, for much depended upon 
her. She was a widow, about thirty- 
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eight years old, with considerable 
background, experience in fhouse- 
keeping and a charming personality. 
She was quick witted and pliable, 
she loved the home and regarded her 
work as a service devoted to the 
creation of happier homes. 

She liked to think of herself that 
way, perhaps that is why she proved 
such a success in her job. Sally had 
sold her and the rest of her sales 





Sally had chosen this woman with 
great care, for much depended upon 
her 


force on the idea of service—real 
service. 

Sally had read and heard a good 
deal of prating about this elusive 
something called service in her short 
but active career, but so far she had 
seen little evidence of it. 

Bangup’s, as well as other retail 
stores, were giving their customers 
only what they paid for—and 
strangely enough they seemed to re- 
gard this honesty as a form of ser- 
vice for which the customer should 
never stop being grateful. She had 
discussed this quite frequently with 
her father and they had had some 
good laughs over it. 

“The truth is,” Mr. Hope had ob- 
served, sagely, “that it’s such a short 
time since honesty has been discov- 
ered to be a really good policy in 
retail business that the merchants 
are still patting themselves on the 
back and exercising their will power 
instead of taking advantage of the 
ignorance of the public.” 

“Maybe that’s service, but I fail 
to see exactly where,” Sally ejacu- 
lated. 
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“So do I—and so do they, but the 
word has a hypnotic effect, evef¥- 
one is using it until now everyone 
thinks they’re receiving it.” 

It was after one of these discus- 
sions that Sally determined to ma- 
terialize into the little business 
world around her something of the 
service it was constantly boasting of 
giving. She was going to give the 
housewives of Bustleburgh some- 
thing they could not have paid for— 
and she did. 

For one month the exhibition kit- 
chen remained in the center of the 
department and close to the elevator 
doors, and then was moved to the 
most cheerful corner of the floor— 
not where it would hide behind 
stacked sales tables in silence and in- 
accessibility, to be found only 
through special effort or accident— 
but where anyone coming up the 
stairway or getting off the elevator 
could see it. A path directly to it 
was kept open. 

Announcements were made that 
each month the furnishings, decora- 
tion and equipment of the kitchen 
would be rearranged and changed, 
so it became a source of ideas for 
everyone who cared to introduce in- 
dividuality and the latest in equip- 
ment and decoration into her kitchen. 
In a dramatic way this kept the in- 
terest in the kitchen alive. 

Special demonstrations were ar- 
ranged each week or oftener to 
arouse interest in electrical and 
other equipment. One week Sally 
organized a demonstration of simpli- 
fied home baking methods. This in- 
cluded several makes of kitchen 
utility motors, beaters, whips, and 
baking equipment in the way of 
cookers, portable and fireless, ranges 
and so on, as well as bowls, measur- 
ing devices, sifters and baking pans. 

Instead of just - holding daily 
demonstrations at a definite hour, 
Sally conceived the idea of sending 
100 invitations at a time to charge 
customers, usually in the same 
neighborhood, and in this way ob- 
tained a demonstration schedule that 
brought to the store all classes of 
housewives. 

One was held at ten o’clock for the 
women who disposed of their house- 
work early and wished to return 
home to cook luncheon for their 
children. 

Another was held at two for the 
housewives whose time was more or 

(Continued on page 40) 











Cookers Have 
Perfect, Human 
Sales Appeal 


"Tren writer and family have 
long been devotees of the easy 
cooking methods. First it was 

the fireless cooker, and one of these 

was operated for several years with 
pleasure and satisfaction as the re- 
sult. Then came an electric cooker 

—one of the early ones. They are 

now much better. The satisfaction 

has continued. 

One day in a party of several fam- 
ilies this subject came into discus- 
sion. Within a week two of the 
families represented had _ bovzht 
electric cookers and still use them. 

The talk that sold these two 
cookers was not technical. It was 
mostly based on the fact that you 
could put a roast or a stew or other 
food of that sort in the cooker and 
forget about it; that a warm meal 
could be served several hours after 
the current was turned off and that 
the food would be good—better than 
much stove cooked food. 

Recently we asked the manufac- 
turers of cookers why more were 
not sold. They said they believed it 
was because the retail sales people 
did not get the story over to the 
prospects; that there was too much 
of the fireless cookers idea in the 
sales talk and fireless cookers were 
not popular. One manufacturer 
withdrew his product from the trade 
and is selling by direct mail because 
the retail sales people did not get 
the idea over. How they missed 
getting the story from his literature 
—if it was as good then as now—we 
do not see. 

Here is a suggestion. Talk less 
economics and science of cookery 
and talk more joy of life. Most peo- 
ple are living today for the joy they 
get out of life. We hope electric cook- 
er people will contribute something 
to the joy by selling a lot of cookers 
to people who like to enjoy life and 
to prepare food when convenient. 








Or Moreen Sales 


The Approach is Important-by T. F. Chantler 


NOBODY IS —IN 

STANDING OVER A 
HOT STOVE. BUT 
HOT. FOOD ~Yu 
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UDGE FOR YOURSE 
ETC. ETC. ETC. ETC. 


IS 1s an ELECTRIC co 
COOKS WHILE YOU ARE AT THE 
FX MOVIES — 
























































NOW I CAN GO OUT AND STILL | 
SERVE A HOT DINNER. BE SURE 
TO SEND IT TODAY. 


7.:+-AND THEN Y 
TO THE MATINEE. EVERYTHING 
COOKED TO A TURN AND READY 
TO SERVE WHEN YOU RETURN. 
Ss. Gric. Ere.. £tc. . Fh. 
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Selling Irons 
by Explaining 
What’s Inside 


E have heard many rea- 
sons why demonstrations 
cannot be made in small 


stores and towns. We never have 
believed these reasons were valid. 
Now comes a woman who has found 
demonstrations in a small store a 
wonderful trade builder. So we 
award to her the $15 for the best 
sales stunt reported this month. The 
drawings used in the story are made 
from outlines sent to us by Mrs. 
Everett. 


Selling Iron Understanding 
By Mrs. C. D. Everett, Jr. 
Ballinger, Tex. 

/HEN we took this store in a 

bad location in a small town 
(2800 population), with a show win- 
dow about two feet square, it looked 
like a hopeless job to get people 
into it. 

When I began to think of it, I was 
sure of only one thing: that women 
generally were almost totally igno- 
rant of electric appliances and they 
were scared of them. I knew I had 
been, and I thought electrical men 
who repaired appliances and wiring 
were brave men who took their 
lives in their hands on every job. 

Then I learned how little danger- 
ous an iron could be. I took one 
apart and put the lower section 
(showing the elements) in the win- 
dow with a floor covering and back- 
ground of crépe paper. Hardly had 
I finished the window when a neigh- 
bor put his head in the door and 
asked, “What kind of a varmint is 
that in the window?” 

He did not come in, but I knew 
some would. We could only buy half 
a dozen irons, and I took another 
apart and put the parts on a table 
inside the store and stood the others 
to show the position at rest and 
other handy positions. When a wo- 
man came in, I would ask her to 
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We want short stories telling how you 


got people to examine your appliances or radio, and then what 


you did to put over the sale. 
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watch me put the iron together, and 
I explained the parts as I did so. I 
soon learned what the women wanted 
to know. 

I show them the excellent surface, 
the fine bevel, that the point will 
nose into gathers and that the 
weight is sufficient so the woman 
will not have to add her strength. 

I explain about the element, why 
it sets hot, that it is like the element 
in a range, very sturdy but will noi 
stand unlimited abuse. I let an iron 
overheat and show that this does 
not ruin the iron, but spoils the 
color; also where the danger of an 
overheated iron comes in. I sprin- 
kle ice water on a red hot element to 
show that it can be done, but ex- 
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Men were attracted first 


plain that it is not good practice. 
As I put the iron together, I explain 
the arrangement to keep the handle 
cool and how this helps keep the 
temperature even when ironing wet 
cloth. 

Before I put the handle on the 
iron, I call attention to the beauty 
of the iron, and with adding the 
handle comes the rest tip demonstra- 
tion and what it means in the way 
of saving the woman’s strength. 
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The real fun comes when I start 
to attach the plug. We use an un- 
breakable one and I learned that the 
women thought there is danger in 
the plug; that it is the mystery of 
making the iron work. So I always 
drop the plug, and the women usu-' 





The women then wanted to know 


ally gasp and want to run. Then | 
show them how harmless the plug 
is. Then I drop the other end ot 
the cord and accidentally step on 
the attachment device. Often there 
is a near panic and I want to laugh. 
But instead I ask the women what 
they. think of having to pay only 
$4.50 for an iron like this one. 

In the beginning of these demon- 
strations, I found the men more in- 
terested, but later it became a matter 
of pride among the women of the 
town as to how much they know 
about heating appliances. They 
think up questions to ask me, so I 
guess the old adage about curiosity 
and women holds. We have a good 
bit of competition in the sale of 
irons, but I sold 86 the first year 
and the second year is not yet ended 
and the sales have reached 167 and 
are going strong. 

It has been a lot of fun and I 
have sold irons and other appliances 
by explaining them, and I have not 
been lonesome in the small, poorly 


located store. (Cont. on page 44) 








New Goods to Sell 


Eskimo Kitchen Mechanic 





A new and useful device for mixing 
drinks, mayonnaise, dressings, whip- 
ping cream, beating eggs, etc., has 
been brought out by the United Elec- 
tric Company, Adrian, Mich. The de- 
vice is finished in gray and white 
enamel, nickel trimmed, and is fur- 
nished complete with adjustable stand, 
7 ft. of cord, toggle switch and two 
piece plug. 





New Crosley Models 





Batteries and battery chargers are 
eliminated in two new models — the 
AC-7 and the AC-7C, recently brought 
out by the Crosley Radio Corp., Cin- 
cinnati, Ohio. Both are six tube sets, 
single dial control, metal shielded chas- 
sis, with three stages of radio fre- 
quency, two stages of audio and detec- 
tor and are alike except that the AC-7C 
is a console model, while the AC-7 is a 
table model. Operating in conjunction 
with the Crosley AC-Supply Unit, the 
sets are in reality seven tube mechan- 
isms—this does away with all batteries. 
Power is supplied by the unit direct 
from the light socket, when the switch 
or button is pushed; when the switch is 


off all activity stops. Maximum power 
is supplied at all times and the unit is 
designed so as to maintain the con- 
stancy of house line current at alli 
times. This AB and C power unit is 
designed for use with these sets ex- 
clusively. 


Vac-A-Tap Washer 








The Vac-A-Tap Company, Holland, 
Mich., recently placed on the market 
a new electric washer, having a live 
impeller, which allows the water to 
pass above and below the paddles, and 
ereates a suction-squeezing action. 
The tub is of pressed steel Udylited 
and has a capacity of six sheets or 
their equivalent. The wringer is of 
Zenite manufacture. The motor is 
suspended from the bottom of the tub, 
drive direct from the motor to the 
transmission case; worm gear is 
equipped with Timken roller bearings; 
the drive from the transmission case 
to the impeller proper is direct by 
means of a crank arm. The three 
component parts, wringer assembly, 
tub and base can be taken apart; this 
allows a one man delivery, as not one 
of the three parts is too heavy to be 
lifted by one man. 





Brandes Cabinet Cone Speaker 














One of the additions to the Brandes 
line of speakers made by the Federal 
Brandes, Inc., Woolworth Building, 
New York, is a cabinet cone, known as 
model 1500. The speaker stands thir- 
teen inches high and has a double non- 
adjustable unit using a choke and con- 
denser; the cone is elliptical and 
mounted in flexible rubber. 
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“Handy-Vac” Cleaner 
. ) 





A practical one-hand operated clean- 
er which enables the user to reach the 
out-of-way places and perform smal] 
cleaning tasks easily and quickly. It 
is to the dust brush and clothes brush 
what the larger cleaners have been to 
the broom. ; 

“Handy-Vac” was designed with the 
idea of its doing easily and thoroughly 
such cleaning as upholstered furniture, 
draperies, lamp shades and even cloth- 
ing. 

The cost of operating is less than 
one-half cent an hour. It comes 
equipped with 15 feet of cord and is 
regularly furnished for 110 volt alter- 
nating or direct current, all cycles. It 
is built by the Day-Fan Electric Co., 
Dayton, Ohio. The trade will be sup- 
plied through distributor-jobbers. 





Algonquin Cone Receiver 





A semi-floating cone speaker has 
been brought out by the Algonquin 
Electric Company, 120 Broadway, New 
York City. The cone is made of es- 
pecially prepared impregnated fabric, 
which is impervious to moisture 
charged atmosphere. The edge of the 
cone is bound with felt protecting the 
unit from dust and moisture. The ten- 
sion on the cone is adjusted by a 
thumb screw on the outer side. The 
edge of the cone rests on resonant 
wood sounding board. The unit is 
electro-magnetic, direct drive, labora- 
tory tested for sensitivity. The cir- 
cular frame is of wood on an octag- 
onal, wrought iron base. The face of 
the speaker supports a medallion of 
ship model design in wrought iron over 
cloth of gold background. 











Questions 
you should ask before 


\ adding to yout line ~ - 


ot tte Sao! OF ITS KIND? 


\\ 
IS IT FAVORABLY KNOWN TO YOUR CUSTOMERS? 
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Ohe 
PREMIER DUPLEX 


answers ‘‘Yes’’ to both! 


If it is the best of its kind, it will be a 
good seller. The Premier Duplex is! 
You can prove this to yourself by test. 
Hundreds of Central Stations did before 
they accepted it. Now they know that 
the “double action” method of cleaning 
gets the most dirt in the least time. 
They also know that the “no oiling” 
ball bearing feature protects the Pre- 
mier Duplex through years of satisfac- 
tory service. 


But the product must be known. The 
path of the pioneer is difficult and dis- 
couraging. Happily, the Premier Du- 
plex is six years past the pioneer stage! 
It has been and always will be adver- 
tised consistently in the most penetrat- 
ing publications in the country. Full 
page two-color ads appear monthly in 
the Saturday Evening Post. Other ads 
spread steadily across the pages of other 
home magazines such as Woman’s Home 
Companion, Ladies’ Home Journal, Good 
Housekeeping, Pictorial Review and 
Liberty. As a result, millions of Pre- 
mier purchasers from Canada to Cali- 
fornia know about the Premier Duplex 
and marvel at its amazing efficiency. 
They are largely responsible for its 
solid success. 


Write today for interest- 
ing information on the Pre- 
mier Duplex. Ask for our 
famous “Best by test” dem- 
onstration, and for the de- 
tails of our valuable fran- 


Manufactured and distributed in 


Canada by the Premier Vacuum chise. 
Cleaner Co., Ltd., General Offices, - ; 
Toronto a ELECTRIC ce” the CLEANER 
Cleveland i . Ohio 
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‘*And, Best of All, 
You Never Need to Ol It’’ 


AY that to the up-to-the-minute house- 
keeper—when she’s “shopping” for a 
vacuum cleaner, a washing machine, or an 
ironer—and you'll have her interest at once. 
To her, the very idea of oiling is offensive. It 
at once suggests dirt, grease, soiled floors, oil- 


spotted floor coverings. 


And when you offer her an appliance with 
“Norma” Precision Ball Bearings in the 
motor, in oil-tight, dust-proof, non-leaking 
mountings packed with enough lubricant for 
years of service, you’ve climaxed your sales 
argument with an advantage she'll not will- 


ingly forego. 


Let us tell you who the manufactur- 
ers are who are wmecorporating this 
great improvement in their appliances. 


NVRMA- AVFFMANN 
BEARINGS CVURPVRATIVN 


Stamford ‘— Connecticut 


PRECISION BALL.RYULLER AND THRUST BEARINGS 





” PRE CISION 
BALL BEARINGS 
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The Title Is 


“The Fortune Teller” 
The $15 Prize 


For the best title for picture in Sepia Section of last issue 
was won by 


Fred Siebert 


Salesman H. W. Blackwell 
Retail Hardware, 
Gladstone, Mich. 








Sally Sells By Serving 
(Continued from page 33) 


less their own and who would not wish the demonstra- 
tion to interfere with possible tea appointments. 

Another was held at four o’clock for the housewife 
whose work was heavy and who could not leave her 
house until the children returned from school. This 
hour enabled these women to attend the demonstration 
and aryive home in time to cook and serve the dinners. 
The demonstration schedule was usually repeated twice 
in one week and sometimes lasted longer if interest 
seemed to warrant it. 

Also there were talks by home economic experts of 
newspapers, manufacturers and schools, on the making 
up of menus, arrangement of furniture, proper use 
and care of electrical appliances and so on. These 
were later printed in booklet form and broadcast and 
mailed to the store’s clientele. The consulting decorator 
of the drapery department gave a talk on wall-paper 
and other decorations for the kitchen—dressing the 
windows and covering the floor. 

Still another demonstration was of the electrical re- 
frigerator and recipes for making delicious cold and 
frosted desserts and other dainties quickly from canned 
as well as fresh foods. 

Quantities of tiny snacks of frozen desserts were 
handed around, bits of food in aspic, and cake that had 
been kept in storage for a given number of days. And 
on display were refrigerator containers in which to 






























L & H Electrics 
Appliances include: 


Waffle Irons 
Hot Plates 
Curling Irons 


Table Stoves 


“Turnsit’” Toasters 














Heatezs 

Urn Heaters 
Air Heaters 
Heating Pads 












Quicker Turn-Over For You 


Quicker turn-over and bigger profits are yours if you stock L & H Electrics Ranges and 
Appliances, 

Customers know of our reputation for quality—they have learned through national adver- 
tising of the superior features of our products. 

That is why they now demand these L & H Electrics features in an electric range—full 
automatic time and temperature controls, rust-proof, porcelain enamel finish, one-piece 
ovens with rounded corners. 

And remember—we have built our reputation upon customer-satisfaction. You will not 
lose a part or all of your profits through expensive servicing if you carry L & H Electrics 
products. , 












Manufactured by 


A. J. LINDEMANN & HOVERSON CO. 


435 Cleveland Ave., Milwaukee, Wis. 


2626 W. Washington Blvd., 405 Lexington Ave., 1636 14th St., 715 Brvant St., 
Chicago, Ill. New York, N. Y. Denver, Colo. San Francisco, Calif. 
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12th Season 


Eleven years of success 
guarantee Northwind sales. 

















8 inch, 
2 speed, Non-oscillator 





$750 





Worth, Y 





REG.U.S PAT OFF 


eee Oscillator? 1 500 


Priced low enough to meet the price 
buyer. Built and finished so well 
that the quality buyer will recognize 
Northwind value instantly. Power- 
ful universal motor for A.C.or D.C. 
Guaranteed for a full year. Sup- 
ported by a complete dealer adver- 
tising campaign furnished free. 
Made by the makers of Emerson 
fans. Only two models to stock. 


Write direct today for complete data 
and advertising helps. Distributed 
through 100 convenient jobbers. 


The Emerson Electric Mfg. Co. 


2018 Washington Avenue, St. Louis, Missouri 
50 Church Street, New York City 608 S. Dearborn Street, Chicago 




















keep cooked and raw foods, and with which experiments 
had been conducted. 

Meanwhile the ice-box played an important part in 
the floor exhibits; here one could pick a good re- 
frigerator first and install a chilling unit later on, dif- 
ferent types were shown and prices given with and 
without the chilling unit installation. 

Always, however, the leader was used for the pur- 
pose of helping to exploit another commodity on which 
the store was overstocked and often had not moved 
chiefly because interest in it had ceased or had never 
been aroused. 

Taking it all in all, the model kitchen had become the 
foundation of Sally’s merchandising and buying career 
in the housefurnishing department of Bangup’s. 





Radio Merchants and Industry! 
What Are You Waiting For? 


(Continued from page 22) 


task ahead of them and, knowing two of them per- 
sonally, I am convinced that the Commission will per- 
form good work for the radio industry and the public 
as far as they are able to do so under the new law. 
When they want our opinions or suggestions, they’l! 
ask for them—but in the meantime let’s forget all 
about radio laws, legislation and Commissions until we 
see the results of the new order of things. 

We’ve got a selling job to do and now’s the time to 
do it. Get after your mailing lists and learn from your 
customers how the sets you sold them are working and 
whether or not there is some help you can extend in 
the matter of testing batteries and tubes, examining 
aerial and set connections, and other little services that 
might prove worth while and profitable as we slide into 
hot weather when good reception needs every bit of 
help it can get from fresh batteries, good tubes, per- 
fect aerials and well groomed sets. 

Push a lot of optimism into your effort and get the 
old confidence and buying feeling back into those pros- 
pects who have been scared to spend their money for 
radio because they’ve been told so often and so loud 
how bad things were. Turn about and tell them how 
good ‘radio reception is now and how much better it’s 
going to be. Invite them in to hear the new sets 
during a special demonstration. 

Send them reprints of advance programs that will 
bring joy and happiness into the home—when the radio 
set is installed. Sell them the broad:idea of radio en- 
tertainment, education and amusement rather than the 
actual sets, which are simply the instruments used for 
conveying all this great pleasure to the human ear. 
Sell them this thought and the sets will sell themselves 
not only this season but for all seasons. 

Yes, and there are a whole lot more ideas you can 
use to sell radio sets, parts and accessories right now, 
and if you want any more suggestions or help on your 
individual selling problems let me know about it and 
I’ll do my best to work with you. I’m an optimist on 
radio and I want you to join my ranks. Everything’s 
going to be all right—if you'll do your share to make 
it so. Come on, let’s tell the world what a wonderful 
thing radio is and help move a set into every home. 
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The Haag Vortex 


or is now Perfectede 































ft, — ;. 

¢: be ° ° 
RAT oR New design—new features—new etfliciency—nev 
nat wn gm C : beauty—best of all, new sales and profit possibilities, 
tae EES ES 7 
+ et —~ —_—— 7 The perfected Haag Vortex has them all. 


The new model has all the former exclusive Vor- 
tex features, including the patented safety agitator, 
and in addition has several new ones. The stain- 
less nickel-lined copper tub is encased in a dent- 
proof galvanized jacket; this double-tub thermo 
construction {with air chamber between tubs} not 


In competitive demonstration, the perfected Haag 
a Voxtex has no equal. It is a machine you and your 
ees i l. It sell il d 
;*%»~ salesmen will be proud to sell. It sells easily an 
~* — stays sold with an absolute minimum of service. 


eit only aids in washing, but provides an exterior fin- 
EE ish that is quickly and easily reconditioned with 
sf t a few strokes of a brush. 

2% 


Wire or write for specifications and full 
information, prices, etc., today. 
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i. \ WASHERS ( 
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Retails for less than $100 [East of Rockies} gE. —— tae 
Last month’s announcement that the Haag Brothers had | ‘ % Eee 
produced a really handsome all-metal dolly type washer to | piri 
sell for less than $100 was the biggest news of the year in , ’ eS 
the washer industry. V5 Oe 





Already orders and letters are coming in by the hundred 
for the sensational new Haag Eighty. Have you seen it yet? 
Have you started to profit by selling it? 

If not, you’re losing valuable time—and money, too. 

The Haag Eighty is new and beautiful in design, yet is time- 
tested in basic operating principle. It is designed for floor 
sales only, hence is not in competition with its big brother, 
the perfected Haag Vortex. 

But—it’s sweeping the country like wildfire, and is a won- 


derful boon to women who cannot afford a higher priced 
washer, and who are willing to buy without demonstration. 


Wire today for specifications and detailed information. 
\ 


HAAG BROTHERS COMPANY, jf 2cvensational 
PEORIA, ILL. Haag Highty 7 
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‘““They Keep a-Running’’ 





Ps exo 


t 


Constructive Publicity 


oF buying power 


if the dollar 


hat a dollar a 
week will buy 


. » electric. 




















An Electric 


- - electrically 


No dollar that you spend can bring you and 
your family more conveniences and greater re- 
fief from the laborious and physically exerting 
tasks of the household, than will the dollar you 
spend for electric serv to Operate, motor- 





Kasy to Handle 


Simple control, easy handling and “Keep a-Running” 
ability are responsible for the widespread popularity 
of Century 12-in., 3-speed Oscillators. 


Oscillating motion controlled by re-dily 
accessible lever. 


Direction of breeze easily changed with- 
out stopping or lifting the fan. 


Arc of oscillation is automatically read- 
justed should the fan oscillate into a sta- 
tionary object. 


Three-speed switch provides desirable 
adjustment of breeze. 


Lightest weight consistent with durabil- 
ity—12-in. fans weigh only 14 pounds. 


Fan may be easily tilted to any desired 
ang'e. 


NU kt WD NO = 


The Century fan line includes: 


Stationary 9-inch Portable, 1-speed switch in base, for A.C. 
Oscillating 9-inch Portable. 1-speed switch in base, for A.C. 
Oscillating 9, 12 and 16-inch, 3-speed Portable, for A.C. and D.C. 
Ceiling, 58-inch sweep, 3-speed, for A.C. and D.C. 

Ventilating, 16-inch, 3-speed, for A.C. and D.C. 


CENTURY ELECTRIC COMPANY 
1806 Pine St. St. 
32 Stock Points in the United States 


and More Than 50 Outside Thereof 
NR 8 AA ES 


Louis, Mo. 














Portable Ceiling 








Ironing Ma- 
chine fo = driven appliances. Yet few people realize how 
werk cheaply they can avoid the tasks chat often 
12¢c prematurely age them or those they love most. 
sore tas Employ electricity—a faithful servant and in- 
etes for defatigable worker. He is yours to command 
5 re ——_ every minute of every day in the year at @ cost 
~ Per tc now 30 per cent lower than even before the 
eae xcOD a seats war!- A dollar a week for electric service, based 
Vacuum  ~ OM Our maximum 7 cents per kilowatt hour rate 
ne sonst and assuming there are four’ ‘persons in ee 
family, will buy fi 
2c ace the lalior saving appliences liseéd or the less 
An Electric ? 
Wattage The United 
hourspee Electric Light and Power Co. 
2c General Offices: 130 East 15th Sereer 
Century 12-in., 3-speed Portable Oscillating An Electric “20th Sond Becadwey ...°2t Audubon dive. ee W. 166d & 
Fan for A.C. and DC. ‘yen aise 
me 4 . “ “ “ 
- ala does any dollar 
* Fan for one 
Simply Controlled and — | ‘evs you spend a week 
| 2c buy more or 
| as much? 


$1 00 


| week! : 


| E want to go on record as expressing the opin- 
\ \ ion that the advertisement reproduced above is 
a very good one. We believe that it will help 
both the electrical goods dealer and the electric ser- 
vice company. We believe that any merchant who 
can persuade the service company in his community 
to publish a similar advertisement will not only be doing 
himself a good turn but he will be doing a distinct 
favor to the service company. 

This advertisement is likely to bring some questions 
to eleetrical goods salespeople that may prove em- 
barrassing unless they have given a thought to the par- 
ticular subject. A very special point is made here that 
each of these appliances costs definitely so much in use 
for a specified period. The extent of the period is, of 
course, an average for families. 

But about the cost. Have you the answer ready? 
It is quite simple. While none of us knows exactly what 
electricity is, there is a considerable amount of positive 
information as to what it will do. One very definitely 
defined points is the capacity of resistance wire. Those 
who make resistance wire are as able to state as definite- 
ly the amount of electricity required to heat it, as the 
maker of liquid measures is able to state the capacity of 
his measures. 

The same is true of motors. The variation of amount 
of electricity used in heating elements and motors is not 
sufficient for practical consideration. Every salesperson 
should be able to translate the capacity of a heating 
element or motor into cents at the local rate. 
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C_Another/ 


Heauctiongs, 


“ft a 
Wacte Inside Frost 
2) . Watt iy 
Frour sizes of MAZDA lamps for general 
lighting service now sell for 25 cents or less, . | 
and the 100-watt lamp for 40 cents—yet each of c 
these five MAZDA lamps is a far, far better lamp 
than was ever made before. _‘There’s a miracle \ \ aer 
for you, a triumph for standardization and 
simplified practice. C 
> O Watt — e ) 
O O watt — a ) ¢ 


With every reduction in price, the sale of MAZDA lamps 
“i 
NATIONAL | 
yw 0. WAU. 
: Watt — 


has increased—grown from 110 million in 1914 to more 
Cost Less -Are Better 


than 304 million in 1926. ‘The wonderful welcome 
accorded the Standard Line of MAZDA lamps has elim- 
A GENERAL @ELECTRIC PRODUCT 
“MAZDA” is not the name of a product 
but the trade-mark of a Research Service, 
and only those lamp manufacturers en- 
titled to receive this service may distinguish 
their lamps with the mark, MAZDA, 


inated many unnecessary types, reduced expense and made 
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this latest price reduction possible. Now will come still 
greater sales, and to those who are most active in the 
APRIL CLIMB will come the greatest profit from this 
modern miracle. 
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Some Sales Stunts Reported in 
Salesmanship Contest. 


(Continued from page 35) 


Next we have a letter from a radio salesman, and in 
the store where he is employed they seem to have solved 
the troublesome point of getting all members of the staff 
interested. Mr. Goodel gets $2 for his letter: 


Follow to the Finish 


By George B. Goodel 
Southwick Hardware Co., Lynn, Mass. 

UR main policy is to keep after prospects until we 

get the answer—and to get it with a cash deposit 
if possible. I had a prospect all but sold when he was 
jailed for bootlegging. I put him ahead on the calendar 
for one year and completed the sale a week after he 
was free. 

I had a furnace maker as a prospect. He offered to 
buy a set if I sold a furnace for him. A few days later 
I heard of a furnace prospect. He closed that deal and 
I closed mine. 

We have frequent store meetings, and at these each 
man is given names of several families. Before the next 
meeting he learns if the family is a prospect for a radio 
sale and if so invites them into the store for a demon- 
stration. Each outside sale brings a commission to the 
salesman. 


Now comes a novel and successful stunt of selling a 


washing machine. We are glad to add $2 to Mr. 
Preddy’s commission for the sale: 


When the Prospect Was Ill 
By P. D. Preddy 
David Spencer, Nanaimo, B. C., Canada 

HAD heard that a certain woman was a prospect for 

a washing machine, but several efforts to obtain per- 
mission for a demonstration failed. Then I heard she 
was ill and I offered to do a washing for her as a dem- 
onstration, promising to remove the machine at once. 
This I did. 

Waiting until she had done one washing by the back- 
ache method, I called and made the sale. 


Casual Aisle Displays 
By Fred Mateman 
Charles Ogilvy, Ottawa, Ont., Canada 

N the side aisles on the main floor of this store are 

two tables, one showing table lamps and the other 
“cooking glassware for electric ovens.” The intent in 
placing these displays is to call attention to the elec- 
trical goods department. 

One hears such comments as “Oh! I didn’t know they 
had an electrical department. I must take a look at it.” 
Often this look means a purchase. These tables often 
serve as a reminder that the shopper needs incandes- 
cent lamps and then a permanent customer for the 
electric goods department is made. 

The silent tables are first floor boosters for the de- 
partment. 

















Improved Processes 


Make Flawless Conduit 


You will find none of the short- 
comings of ordinary rigid con- 
duit in the Triangle product. 
All Triangle Welding is perfect 
from end to end, and practically 
invisible. No scale or foreign 
matter ean be picked up at any 
point of the Triangle manufac- 
turing process. Threads are 
cut with absolute accuracy; 
and there is no shoulder at the 
end of the thread. Inside, Tri- 
angle Rigid Conduit is as clean 
as the proverbial whistle. You 
won't find any burrs. 







Factories: Brooklyn—Chicago—Butler, Pa. 


Triangle Rigid Steel Conduit 


Electro-Galvanized or Black Enameled 
Immediate Delivery! 


An entire Triangle factory 
the single job of making Triangle Rigid 
Conduit, elbows, and couplings. All 
sizes can be delivered 
promptly. 





One of 
“ basic reasons for 
, the high excellence of all 
Triangle products is the severe 
testing to which the products are sub- 
jected at every manufacturing step. 




























is devoted to 


Triangle Conduit 
Speeds Up Work 


As with all other Triangle prod- 
ucts, Triangle Rigid Steel Con- 
duit makes work “easier for the 
contractor.” It is a time- and 
money-saver on the job. Tri- 
angle Rigid Conduit bends 
readily without flattening. It 
is easy to fish wire through its 
absolutely smooth interior, and 
around corners. ‘Triangle el- 
bows and couplings are made at 
the same time, and in the same 
way, that the pipe is made. 
Make it a point to order Tri- 
angle elbows and _ couplings 
with Triangle Rigid Conduit, 
and keep your stock complete 








the 






General Office: Dry Harbor Road 
& Cooper Ave., Brooklyn, N. Y. 


In Canada: Canadian Triangle Conduit Co., Ltd. 
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is the cleaner that one 
hundred women refused 
B= to give up, when they 
“> had given it a trial. 








The greatest improvement, they said, since the invention of 
the vacuum cleaner. It weighs but FOUR POUNDS yet 
it NEEDS NO ATTACHMENTS TO DO EVERY- 
THING any clumsy, heavy and expensive machine, with 
all its attachments, can do. 


It was built to the order of 
hundreds of women who were 
















details of this remarkable 
cleaner in the next column. 








” if ", f F 5 asked what they desired most - ee 
+, 7, ~~ in a vacuum cleaner. It - Th Y Poor. 
Nee OF on meets these demands one Wh natses veshhn 
COM PLETE hundred percent. Read the op ee Je 
> ; me ae 
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Write today for 
full details of the 


DEALER PROPOSITION W& 
VOSE VACUUM CLEANER 
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Biases CORP. 
‘Gt tei : 290 Hudson Street, New York City 
a §8686)3)h—(ié Telephhone—Walker’ 7622 
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The Fan That Offers 
the Least Sales Resistance 


The low priced quality line of guaranteed 











The low-priced quality 
line of guaranteed Eski- 
mo Fans has proven a 
profitable article for the 
jobber and dealer to han- 
dle. The demand for 
Eskimo Fans is already 
an established fact. 
Made in three 


— models. Consum- 

— —— NL Vers’ price $5.50, 

~ a ‘ $7.00 and $10.00. 

MODEL 20 Get in touch with us at 

” ‘ s 4 ‘’ ‘" + 7m" 
icine vole. Gahempaor bar. Cae See Orepare Pee 
ings. Runs quietly. Will not creep. or a prontabie 


fan business for the 


Retails at 810. : 
coming season. 


UNITED ELECTRICAL MEG. Co. 
Adrian, Michigan 




















Electrical Business Briefs 


NOTHER price reduction for Mazda lamps! The 

A aint in six years and the third since the intro- 

duction of the inside frosted lamps in February, 

1926. The present price is 49 and a fraction per cent 

lower than in 1914, and on the new price scale the 50 

and 60 watt sizes, so much in demand for home light- 
ing, sell at the convenient price of a quarter. 

The story of prices and incandescent lamps is one of 
the interesting things of this age of merchandising 
problems. The lamps have been steadily improved in 
quality and at the same time steadily lowered in price. 
If you bought one lamp each of the home lighting sizes 
—25, 40, 50, 60, 100 watt—in 1921 you would have paid 
$2.65 for them and would have had 2769 lumens of 
light. Today you pay $1.36 for five lamps of the same 
wattage and receive 3025 lumens. Compare these fig- 
ures carefully. 

It is interesting to note that lamps have been im- 
proved so sharply that the present inside frosted lamp 
supplies more light than the former clear glass lamp, 
and certainly no one is going to dispute that it is a more 
pleasant lamp to use. 

The present and last previous price reductions are 
evidence of the value of simplification in manufacturing 
and distribution. The five inside frosted lamps re- 
placed 45 lamps of various design and sizes. Every 
merchant knows the advantage of handling five items 
instead of 45 and, of course, it must be even more ad- 
vantageous for the manufacturer, as he not only saves 
space, time and trouble, but he has fewer production 
machines to watch. 

The National Lamp Works is offering some very 


£3 | handsome prizes for their dealers who do the best mer- 


_chandising in April. This is a test of how well mer- 


chants can take advantage of a selling situation handed 


| to them on a silver platter. At the time of the last 


~— | reduction quite a number of merchants made a big 





Anything that gives double service is doubly 
attractive. Present these substantially made, 
finely finished Anylite TP 1 plugs to your trade 
and they'll present you with the price and glad 
to get them. Many uses for them—bathrooms 
—kitchens—dining rooms, where heaters, irons, 
toasters, etc., are used. : 


All metal parts are enclosed—no danger of 
shock when used in damp places. Fitted with 
spring contacts—guaranteed mechanically and 
electrically. 


Keep in mind the complete 
Anylite Line: Anylite Regu- 
lators, Plural Plugs, Wall 
Outlet Plugs, Portable 
Switches, and King Cole 
Aerial and Magnet Wire. 


ANYLITE ELECTRIC CO., Fort Wayne, Ind. 
ONES NT ACTS 


ia 


thing out of it. 





The Southwest General Electric Supply Co. opens a 


_ branch sales office and warehouse at Abilene, Tex.., 
_ April 1. This is the second warehouse opened by this 
- company in a year in order to give better service in the 
trade territory. R. L. Randerson of the general office 
at Dallas has been appointed as manager at Abilene, 
and R. L. Hickey will be warehouse manager. Other 


branches of the company are at Houston and Amarillo, 
Tex., Oklahoma City and Tulsa, Okla. Sales offices are 
maintained in E] Paso and San Antonio, Tex. 





The Artistic Lighting Equipment Association, which 


has had its headquarters in Cleveland, announces re- 
~ moval to 420 Lexington Avenue, New York City, which 
is the new Graybar Building. G. P. Rogers, managing 
_ director of the association, is at the new location. The 
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National Electrical Manufacturers Association an- 
nounces the removal of the headquarters of that asso- 
ciation to the same building. 





Sixty-seven men, chiefly lighting salesmen for elec- 
tric service companies, took the week course in the 
Lighting Conference at the Edison Lamp Works, Harri- 
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To the Radio Trade: 


THE Latour Corporation desires to call to the attention 
of the radio trade that it is the owner of the following 
issued U.S. Letters Patent of Marius C. A. Latour, which 
are now being widely infringed by manufacturers of 
radio receiving apparatus: 


U.S. Letters Patent No. 1,405,523 
granted February 7, 1922 


Reissue Patent No. 16,461 
granted November 9, 1926 


U. S. Letters Patent No. 1,607,466 
granted November 16, 1926 


U.S. Letters Patent No. 1,614,136 
granted January 11, 1927 
The Latour Corporation has expended large sums of 
money in perfecting its patent situation, and intends to 
enforce its legal rights thereunder against infringers. 


Among those who have already acquiesced in and 
acknowledged the patent rights of Latour by acquiring 
simple non-transferable licenses are the American Tele- 
phone & Telegraph Company, the Western Electric 
Company, and the Radio Corporation of America. 


The. Latour Corporation hereby gives notice of its 
intention to promptly and vigorously prosecute all 
direct or contributory infringers of the above-identified 
Latour Patents. 


It also directs the attention of the Radio trade to the 
fact that it is the owner of the following issued U. S. 
Letters Patent of Brillouin and Beauvais: 

U.S. Letters Patent No. 1,404,573 
granted January 24, 1922 


U. S. Letters Patent No. 1,404,574 
granted January 24, 1922 


| U. S. Letters Patent No. 1,405,267 
| granted January 31, 1922 


U.S. Letters Patent No. 1,465,250 
granted August 21, 1923 


| . Infringers of these patents will also be promptly and 
vigorously prosecuted. 


LATOUR CORPORATION 
15 EXCHANGE PLACE, JERSEY CITY, N. J. 
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son, N. J. One of the students came from Strasburg, 
France. The special subject was illumination design. 


Harry E. Sherwin is the new general salesmanager | 
of the Crosley Radio Corporation. Mr. Sherwin began | 
as a salesman for the Ingersoll Watch Co. in 1902, | 








Model AC 15 


The Amplion Grand— _ 


LIST PRICE $135 


This remarkable instrument utilizes a new prin- 
ciple of radio reproduction—a combination of 
soundboard, air-column and cone, in a handsome 
walnut cabinet 34”x33”x1814”. 

Every Amplion Grand is a laboratory model per- 
sonally tested and approved by Amplion’s Chief 
Engineer. 


Another noteworthy success! 
he Amplion Cone 
Model AC 12....$30 
A proven success because it has established a new 
standard in radio reception! 
Amplion Reproducers from $12 to $155. 
Place an order with your jobber today. 


THE AMPLION CORPORATION OF AMERICA 
Suite F, 280 Madison Ave., New York City 
The Amplion Corporation of Canada Ltd.. Toronto, Ont. 


‘wo 








and when the war interfered with business he was 
European salesmanager with offices in London. For the 
last six years he has been connected with F. A. D. 


Andrea Co. and the Garod Corporation. 


Henry Forster, salesmanager of the Utah Radio 
Products Co., announces the removal of that firm to 
1615 South Michigan Avenue, Chicago, in order to 


_ obtain adequate space for the business. Mr. Forster 


says: “We have always been cramped for space and 
have at times had our force in different buildings. 
Despite that, we were able to give prompt shipments 
and now we hope to improve on our previous good 


- records.” 


W. L. Goodwin, recently vice-president of the So- 
ciety for Electrical Development; Frederic Nicholas, 
recently general secretary of the Associated Manu- 
facturers of Electrical Supplies, and Walter H. Mor- 
ton, recently treasurer of the Sanborn Electric Co. of 
Indianapolis, have organized as “marketing counsel- 
lors.” The new firm will be known as Goodwin, 
Nicholas & Morton, with offices in New York City. 





Over one million 
radio sets are now 


Balkite Equipped 


FANSTEEL PRODUCTS CO., Inc. 
North Chicago, Illinois 


Balkite 


‘Radio ‘Power Units 



















Strong sales fea- : 
“at Electrical Dept. 








$9 50 Remarkable Values 


With Daylight Desk Lamps—Floodlights—S preadlytes 
Lens A gor a = —- ———- day margin is keg and 
. items price o attract sales. andle this fast moving line. In- * 
eS crease business. Write for informdtion. For Commercial Use 
furni OFT, The “Spreadlyte,” a rapid 
_— we GEAR light. SUN-RAY LIGHTING PRODUCTS CO. seller for industrial uses. 


Al F 
119 Lafayette St., New York — Licnts ate 
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370 SEVENTH AVE. NEW YORK CITY 


The Spring and Summer radio accessory season is on the 
way. Fans all over the country will buy loud speaker ex- 
tension cords to move the speaker to the porch—sun-parlor 
—or lawn. Be sure your stock is adequate. 

Birnbach Loud Speaker Units Birnbach Products Include: 









No. List Price Radio Battery Cables made in 5, 
120- 20 Foot Complete $1.00 each 6, 7, 8, 9 and 10 conductors, in 
121- 30 Foot Complete 1.40 each standard and continuous lengths 
122- 40 Foot Complete 1.80 each of 100 foot coils. Replacement 
123- 50 Foot Complete 2.20each loud speaker and head set cords, 
124-100 Foot Complete 4.20 each battery connectors suitable for 

dry cells, “‘B” and “‘C”’ batteries. 

Let us send our catalog Assorted lengths. 


BIRNBACH RADIO CO. 
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@g Before tying up to any 
Washing Machine 
Ask the salesman this question 





“Show me your instruction chart. Into how many 
places must a woman reach with a messy oil can 
each week or each month to keep this washer from 
wearing out, to prevent my having service grief y 
and to keep my customer a booster for me?2’’ 


No Oiling on the New Thors 


HE New Thor Cylinder Washer is 
the only washing machine made with 
| an automatic oil pump. This bathes every 

part of the compact, enclosed mechanism 
in a constant flow of oil. 








| Women Welcome It 

No woman wants to be a mechanic and 

use an oil can in two, four or a dozen places 

| —getting her hands soiled, and possibly 
getting spots on clothes. She just doesn’t 
use one. You have had plenty of servicing 
experience that tells you that. Just tell a 
prospect, “Here is a washing machine with 
a mechanism you don’t need to oil.” See 
her reaction. 














Seven Powerful Sales Points Saves Clothes. No moving parts in Thor’s cylin- 
- of the New Thors der to wear, rub, press or twist against wet, soft- 

No Oiling. ened clothes. 
Fastest. The New Thor has been speeded up. It Other washing methods are merely short-lived 
can finish a washing in fewer batches, getting it novelties. You are in business for years. Remem- 
on the lines earlier with less effort. ber that every laundry expert in the world uses 


Aluminum Cylinder. Smooth as glass. Polished Thor’s cylinder washing principle. 
like silver. Need never be lifted out. 


Most Beautiful. Finished in polished nickel and 
bright white DUCO that stays clean and new 


ELECTRIC HOUSEHOLD UTILITIES CORP., 








Ly r 
r r 
: . ' P 
indefinitely. | Dept. G-2, 600 W. Jackson Blvd,. Chicago, Ill. 
, 3 
- Quietest. - Send prices, discounts, money-saving finance plans, and : 
Self-Rinsing in 30 seconds. Needs no cleaning or 4 full information on the New Thor. - 
wiping dry. : 
rl 
a Ss SS LE : Name Ree : 
ELECTRIC HOUSEHOLD UTILITIES CORP. |! : 
600 West Jackson Blvd., Chicago, III. ‘ Add ri 
Boston New York Philadelphia Chicago Seattle - coe cama : 
Portland, Ore. San Francisco Los Angeles Leases es eee sess eeseseseesessesaesansasenead 
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Radio’s most revolutionary development! Run this 
radio direct from house current outlet. Ordinary 110 


No 
No 
No 















No 
No 





volt 60 cycle domestic electricity transformed mechani- 
cally into smooth, quiet radio A, B and C power as 
you use it. Radio power supply annoyances ended for 
all time. A snap of the switch is the only demand 
radio will make upon you from NOW ON. 


more batteries to fuss with. 

more trickle chargers to watch. 

more keeping something filled with water. 
batteries to renew or recharge. 

upsetting the home to have the radio serviced. 


See these wonderful sets at any Crosley dealers, 
or write Dept. 132 for descriptive literature 


The Crosley Radio 7 


Powel Crosley, Jr. Cincinnati 
Pres. Ohio 


ex 
ADI 
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Radio Energy Unit 


4 Radio Energy Unit weighs only 
13 s., is only half the size of an 
ordinary ‘‘A’’ » Toes battery—operates 
without interfering hum and with the 
certainty of an electric motor. 


*5O 


6-tube AC Receivers 


for use with Crosley Radio Energy 
nit 

Crosley radios designed for use with 

this marvelous power supply are the 

AC-7, a 6-tube table model at $70, 

_ the AC-7-C, a 6-tube console at 








Crosley sets are licensed under Armstrong 
U. S. Patent Ne. 
applications of 
tories, 

pending. 


1,113,149, or under patent 
Radio Frequency § Labora- 
Inc., and other patents issued and 


Prices slightly higher west of 
the Recky Mountains 





CROSLEY 
ULTRA 
MUSICONE 
$9.75 
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"VE imps Lice 


DEFINITE 


SUPERIORITIES} 


Live Impellor washes more _ thoroughly 
because of its suction-squeezing —vacuum- 
tapping action. 

Non-corrosive rust proof tub of special alloy 
steel that holds the heat throughout the 
entire washing. Soapy alkalis cannot pit or 
corrode it. Unit assembly——nothing whatever 
to lift out for cleaning—nothing whatever on 
base. Live Impellor reserve-power motor, 
drive shaft, etc., all assernbled in one unit. 
Direct drive—quiet, vibrationless—no belts. 
Patented drive shaft coupling automatically 
self-centering the hinged motor. 

Detachable base and wringer. Tub rests on 
detachable adjustable height base. Latest 
improved safety designed wringer, instantly 
removable, locks in five posit:ons. 


Especially advanced mechanical features 


eliminating all necessity for oiling. 
Instantly assembled by one man 
who makes detivery. 





LY jeninelide—-the ‘abeohiteks Raniniitive. all important, distinguishing 
Lo character of Vac-A-Tap marks an advance in washing machine 
at has profit-making possibilities without precedent in the history 


- ie nesta machine industry. 
Now, for the first time, the suction 


eemmanediaan & 


action— 


sily demonstrated the most scientific Scinctale of washing—is achieved 
in a washer that in every respect meets the present-day trend in buying. 


No matt ter how successful your washing machine business has been to date, 
here are greater profits in store for you with Vac-A-Tap—the machine 
t tops them ail—the machine that is backed by one of the strongest 


“financial organizations in America. 
\ Demand proof. Write for complete facts to Dept. B. 


_ “THE VAC-A-TAP COMPANY 








Sit Paes Holland, Mich. 
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It CLEANS ~and PROTECTS ~as it CLEANS 
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A-Radiotron 
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